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HARDWARE ET 


See the BUYING CHECK LIST on page 33 July 30, 1959 


THERE ARE Vlehek& TOOLS 


WRENCHES / SOCKETS / HAMMERS /CHISELS / PUNCHES / SCREW DRIVERS / PLIERS 


TQ MEET EVERY NEED OF EVERY CUSTOMER! 


Why stock a dozen different ‘‘short 
end”’ tool lines? 

You can standardize on Vichek and 
be certain of satisfying every customer! 

152 Vichek tools exactly match 
essential basic listings in the NRHA 
Turnover Handbook. In addition, 
Vichek offers 18 new NRHA-approved 
displays which will double your turn- 
over and profits. 

It will pay you to depend on Vichek 

. since 1895 the world’s best values 
in forged tools. See your Wholesaler 
Salesman today. And—be sure to ask 
about the new Vega Wrenches... 








designed, manufactured, priced exclu- 
sively for the hardware trade. A-442A 
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HD100 display 
11 open end wrenches, 4 to 1” 





THE POPULAR ALUMINUM MADE BY MIRRO 


= BEST BY ANY COMPARISON 


the only line of popular-priced 
PLASTIC-HANDLED ALUMINUM WARE 
that is FULL 22-GAUGE 








BRILLIANT 
POLISHED 
aS 


ZIT INVA 


THICK, STURDY PLASTIC HANDLE 


‘These smart looking new handles are strong, solid 
moldings of heat-resistant plastic, gracefully shaped 
to feel good in the hand. Where necessary, they are 
protected by aluminum flame guards. 


FULL 22-GAUGE, FROM TOP TO BOTTOM 


Thickness of metal is an important key to the wear- 


ing quality of utensils. That’s why deluxe COMET 
is made of full 22-gauge aluminum throughout— 


covers, as well as pans, 


MOST BEAUTIFUL STYLING 


Styling sel/s—and clean-lined COMET has the look 

of quality, on display or on the range. Its balanced 

beauty is an invitation to buy—the answer to top 

turnover. 

TOP VALUE keeps customers coming back for 
COMET—-practical value, like the exclusive screw-in glass top, in the 
percolator, that can’t loosen or fall out—the dripless multiple-riveted 
spout—the replaceable handle. All through the line, the useful graduation BUY FROM 
marks, massive square beads, easy-pouring lips, flat, satin-finish bottoms, 
easy-to-clean shells are the sure signs of quality—the honest value that YOUR 


makes friends and assures repeat sales. JOBBER \ Se 4b 


MIRRO ALUMINUM COMPANY . MANITOWOC, WISCONSIN 


Fifth Avenue Bldg., New York 10 Merchandise Mart, Chicago 54 
World’s Largest Manufacturer 


" 


of Aluminum Cooking Utensils 





“Gimme fifty off |" 


MAKING MONEY IN POWER MOWERS 


SX 
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‘““Gimme-—the game you can’t win.”’ 


Have you ever noticed that when you offer people an inch they want a mile? 


Offer them 10% off and they ask for twenty. 


Try to deal ’em in at thirty off and they demand forty. 


Give ’em the shirt off your back and they take the jacket and the pants! 


That’s the way the ‘“‘gimme”’ game goes. You just can’t win. 


So what do you do? 


Well, my advice is to give up “Gimme” and 
play another game! A game that pays off 
handsomely year after year. A game that is 
better, safer, and healthier. Because it in- 
volves quality products, honestly advertised 
... Nationwide service, and public respect. 
We're talking, of course, about playing it 
straight ... with LAWN-BOY. 

When you handle a line like LAWN-BOY you 
ean say good-bye to cut-throat price prob- 
lems. If you don’t say good-bye to them, 
you're passing up one of the greatest advan- 


tages LAWN-BOY offers you. And what a pleas- 
ure it is to handle a product whose appeal is 
based on superior performance and lasting 
satisfaction ... yet whose value is so plainly 
obvious that even the most critical buyer 
knows he’s getting his money’s worth in extra 
quality. 

When you play that kind of game you don’t 
drop out. LAWN-BOY dealers know that 
“Gimme” is a game you can’t win. That’s 
why they get out of “Gimme’”’ and stay out, 
and stick with good old LAWN-Boy! 


LAWN-BOY REPORT: JULY 30,1959 


~ Bee Be ar 


Director of Sales 


Lamar, Missouri, Division of Outboard Marine Corporation. 
i ae Makers of Johanson, Evinrude and Gale Outboard Motors. 
In Canada: LAWN-BOY, Peterborough, Ontario. 


Want more facts? Circle 101 p. 35 
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THESE FEATURES BRING YOU 
FASTER FILE SALES THAN YOU'VE EVER KNOWN 


A new look for files—Nicholson’s 
exclusive hi-impact plastic han- 
dle. It’s part of the deal. 











Added eye-appeal. File and han- 
die are mounted on a bright 
orange card for high visibility. 


The card is your “impulse sales- 
man.”’ Customers can see which 
file does which job. Multiple sug- 
gestions encourage sales. 


A clear skin pack gives a gleam- 
ing quality look to files. Keeps 
dust and finger marks off, too. 
Your stocks stay fresh and un- 
damaged from abrasion. 





The best known name in files 
helps you sell—without worries 
about off-brand quality. 











—And you get this sturdy metal display for counter or 


NICHOLSON NH-48 ASSORTMENT | pegboard use (see illustrations) at no extra cost when 


you buy the basic assortment listed in the chart. 
Dealer cost Suggested 

















Quantity Type per dozen retail, each 

6 10” Mill Bastard $8.40 $1.05 x | 

6 8” Mill Bastard 6.80 85 ae 6 tf. 

6 6” Mill Bastard 5.60 70 - + IRE 

6 6” Round Bastard 6.00 48 ‘2s 

6 6” Slim Taper 5.20 65 . Me : 

6 6” X Slim Taper 5.20 .65 ; 1] a Gy ° 

6 6” XX Slim Taper 5.20 65 || 19 : 

6 7” XX Slim Taper 6.00 75 ; : 
Retailer’s Assortment Cost . . . . $24.20 : | ‘ 
Fretailer’s Selling Price . . . . . . $36.30 ono 
pestateer ae Pvemet . wc tte ttle te HO 


Black Diamond Dealers specify BDH-48 Assortment 


Make a note in your want book now— *as.a.* 
call, or write your wholesaler NICHOLSON FILE COMPANY, PROVIDENCE 1, RHODE ISLAND 


Want more facts? Circle 102 p. 35 
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ACCO SWING KITS ARE 
PACKED FOR 
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Kids love swings, and so do parents—when they’re safe and 
strong! Now, with Acco Swing Kits, you can sell a swing that’s 
sure to appeal to everyone—kids, parents, and especially you, 
Mister Dealer! The Acco Swing Kit contains chain and fittings 
for assembling a sturdy new swing or repairing an old one. No 


>t 
>» 


> 


Attractive, Transparent 


Bag Contains Chain 


and Fittings for Making 


a Safe, Strong Swing! 


Here's what the New Acco Swing Kit contains: 





each 10 ft. long. 


need to stock separate swing components any more— because 


they’re all right here in one complete package. Put up in a 
colorful, transparent polyethylene bag, Acco Swing Kits are 
always ‘‘on display’’ on a counter or on a wall rack. Join the 
swing to Acco Swing Kits—a sparkling new fun item that’s 


packed with profit for you! 








bf 
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SASH CHAIN 


For double hung windows and 
many other uses where flat 
chain is needed. Runs smooth- 
ly over pulleys. In cold rolled 
steel or solid bronze. 








ELWEL MACHINE 
CHAIN —Twist link elec- 
trical welded chain. Also in 
straight link. Bright, bright 
zinc and hot galvanized finish. 


No. 5 to 7/0 sizes. 50 and 100 
ft. cartons. 


SAFETY PLUMBERS’ 
CHAIN— A light flat chain 


in brass or steel. Four sizes— 
2/0 to 2. In 50-ft. (cartons) 
or 500-ft. (reels). 


For a host of regular uses ex- 
cept lifting. Open hearth basic 
steel—self colored. Hot gal- 
vanized finish. 





TENSO COW TIES 


In a varied range of styles and 
sizes. Bright finish. 





— 
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TENSO PORCH CHAINS 


Set consists of two Y-type 
chains, two ceiling hooks. 2/0 
leader with 1/0 branches. 





; 
; 


4 
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* two pieces No. 1/0 Double Loop (Tenso) Chain, 


¢ four pieces 4” (No. 526) Steel ‘‘S’’ Hooks. 
¢ two rust-proof Nylon bearing links. 


All chain and fittings are bright zinc plated. Packed 
five bags to a carton, five cartons to a shipping case. 





JACK CHAIN 


A light weldless chain with 
wide use where strength is not 
a factor. In brass or steel. 50 
ft. cartons or 500 ft. reels. 





ee eee er aa 
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HANDY CHAIN 
As its name implies, a chain 
of countless uses. Elwei 
Handy chain is 66-in. long— 
has snap on one end, ring on 
the other. 
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For joining large sizes of 
chain. Use one size heavier 
than chain size. 3/16to1% in. 











ORDER 
FROM YOUR 
DISTRIBUTOR 


Contact your American Chain dis- 
tributor for complete information 
about these items or write our 
York, Pa., office for free Cata- 

logs DH-176B and DH-140. 
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American Chain Division * American Chain & Cable Company, Inc. 
Bridgeport, Conn. * Factories: *York and *Braddock, Pa. 
Sales Offices: *Atianta, Boston, *Chicago, *Denver, Detroit, *Houston 


*Los Angeles, New York, Philadelphia, Pittsburgh, *Portiand, Ore., *San Francisco 
*indicates Warehouse Stocks 


Want more facts? Circle 103 p. 35 





“Specify American when you order these items from your distributor” 








TENSO CHAIN 


Light, yet strong. In bright, 
bright zinc and hot galvanized 
finish. 100 ft. in carton— 250, 
500 or 1000 ft. on reel. No. 7 
to 10/0 sizes. 





DOG CHAIN 


ACCO makes a 
variety of dog 
chain both in 
welded and weld- 
less styles. Ask 








COTTER PINS 


Made from cold drawn half- 
round steel wire. One end ex- 
tended for easy spreading. 
Wide selection of sizes. 
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Editorial 


by W. A. Phair 


EDITORIAL STAFF 


William A. Phair, editor 
St. wey managing io 


Kenneth A tor “T love the hardware business, despite all it’s headaches.” 
James M. aon Pann 3 editor 

R. C. Rittenhouse, associate editor P ik 
Willian; Feira ee edites This is the closing sentence of a letter from a dealer. I think it is 
Roy M. roupe Wathingion editor an unusually appropriate and rather eloquent way of expressing the 
Neil R = 


ington editor feeling that many of us share about the hardware business. 
Albert J. Man 
"Who 


n 
Mates 1" Directory editor There are some folks in this country of ours who can’t understand 
Paul Wooton 


Washington member editorial board why a man would want to take on the burden of running a hardware 
Robert Gunning Associates store. When you are running a store, the hours are long, the com- 


prageee: camer: petition is tough and the profits are small. But, there must be some- 
- » torre 


Manager, Reader Service thing unusual about the retail hardware business to cause it to attract 


BUSINESS STAFF and keep in it so many good men. 
Cc. Read, advertising manager 
E. I Selick manager, Research Dept. 


Mery k . Dickinson, production manager Well, we know there is something different about the hardware 
acttevional OM Offices business; something that attracts a certain type of man. But 
n 


John G. Wilco, 10 Ay St. describing this characteristic—this certain something—is difficult. 
Telephone: Liberty 2 

CA. Wordle. A. Roos But, I think our friend, who wrote us recently when he reopened 
Iderkans Oxted 7-3400 his remodeled store, has described this feeling very nicely. His letter 


philedelpbla 39 39, said this: 
J. W. 


Tel ©. — Chestnut — 

ele e: rwood ° : _ 
: “This new store is the reward of many years in the hardware 

csoneene 15, ome 


A BE Keith. Bide. business. I started in 1912 with a wholesale house. I traveled for 


Telephone: Superior 1-2860 wholesalers for 25 years. 

Detroit 2, Mich. 

Tia Staphenson Bide. “Then I went into the retail business. I had a partner, but I 
6560 


taerkons: am 4-1616 bought him out (partnerships are for the birds). Now, it’s myself 


Chicago | as president, my son is vice-president and my wife is secretary. 
William E. ES L. Phillips 

360 N. Michigan Ave. 22 . ; taf 
Telephone: Randolph 6-2166 “T really feel that now, at 65, I have something worthwhile to 
San Francisco 3, Cal. ieave, if and when the time comes. Believe me, I love this hardware 
Frank McKenzie 


1355 Market St. business, despite it’s headaches.” 
Telephone: Underhill 1-9737 

Los Angeles 57, Cal. . ;, . - . ; icelv. doesn’t it? I h >» these 
L. H. Jackson, 198 $. Alvarado St. This sums up the picture pretty nicely, doesn’t it! ope thes 
Telephone: Dunkirk 7-4337 comments will be read by those manufacturers who wonder about 
Soho 'W. ei 32 Peachtree St.. N. E. the future of the independent hardware merchant. Maybe this little 


Telephone: Jackson 3-679 insight into the thinking of one dealer will help these manufacturers 
vate Pig ag a understand that the real strength of the retail hardware business is 
- Meadows Building not visible on the surface. 

rey at Milton 


phone: Emerson 8-475! 


Leonard V. Rowlands, Publisher Despite the headaches 


Address mail to: Chestnut & Séth Sts. The real strength lies in the character of the men the retail hard 
a a oe ee ware business attracts; it lies in the opportunity it gives these men 
to develop their own business, be their own boss; to pit their skills 
and experience against others and, ultimately to leave behind some- 
Coartor: Heme thing solid and of value. 

There are some men who find real satisfaction in accomplishing 
these things. And you can be sure that as long as free enterprise 
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Editorial 


continued 





exists in America, there always will be men who will place a high 
value on these opportunities and who will be willing to work hard 
for them. 


This is, indeed, the substance and strength of the retail hardware 
merchant. When you understand this, you will know why the hard- 
ware business is a good business and a stable business. 


Wholesalers’ shows... 


Dealer shows sponsored by wholesalers have increased at a fast 
rate in recent years. The purpose behind these shows is sound. Many 
of these affairs do an outstanding job of helping keep dealers in- 
formed and in bringing wholesalers and dealers closer together. 


The increase in the number of these shows is giving many manu- 
facturers a first-class headache. They are requested to participate 
in many exhibits; they are expected to supply man power, displays, 
prizes, and other things. This represents a lot of money. 


The methods used in charging manufacturers a fee for a booth at 
these shows is something that especially deserves reviewing. Some 
wholesalers make no charge; some assess substantial fees; some have 
very nominal charges. Why do these differences exist? 


I think that the real purpose of these shows is to help wholesalers 
sell more goods. If this is the case, I wonder, then, if all the costs of 
the show shouldn’t be chargeable to the wholesaler? I have heard 
the argument that when a wholesaler sells more, so does the manu- 
facturer. If we project this viewpoint to other areas of promotion, 
we would have to assume that a manufacturer should share the cost 
of all of a wholesaler’s selling costs. What would the distributor’s 
margin cover in this case? 


“ach time additional expenses, stich as these show costs, are put 
on the manufacturers’ shoulders, there is a weakening of the argu- 
ments for higher wholesale margins. This whole question is com- 
plicated and controversial. It is of considerable concern to many 
manufacturers. I’d like to hear some of your opinions on this. Drop 
me a note. 


Another point of irritation is the practice of opening merchandise 
exhibits on Sunday. I realize why this is done in many cases. Yet, 
there are successful shows that don’t follow this custom. 


When a show opens on Sunday, it means that the manufacturers’ 
salesmen must give up their week-ends at home. I know that sales- 
men don’t object to doing this occasionally. We all know this is 
necessary. But the average salesman is getting called on so frequently 
by so many distributors that in some sections it means that every 
week-end for several months is killed. This is rather rough on these 
men and certainly deserves consideration in planning a dealer show. 
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STANSCREW 
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in fastener service 


The hardware industry is fast learning the Stanscrew trademark means 
quality merchandise, important profits, fast service, and satisfied 
customers. 


Included in the more than 5,000 different types and sizes of Stanscrew 
fasteners are many especially designed for retail hardware operations. A 
few of these are shown at the left. 


Although it first appeared in 1958, the Stanscrew trademark represents 
a wealth of fastener experience. For it combines the technical skills 
and specialized facilities of three major manufacturing divisions of 
Standard Screw Company, each an honored name for more than 80 years. 
They are: 
THE CHICAGO SCREW COMPANY, BELLWOOD, ILLINOIS 
HARTFORD MACHINE SCREW COMPANY, HARTFORD, CONNECTICUT 
THE WESTERN AUTOMATIC MACHINE SCREW COMPANY, ELYRIA, OHIO 
Stanscrew fasteners are quickly available through your wholesaler. 
Call him today. 


A NOTE TO WHOLESALERS 

If you are not already offering the profitable Stanscrew line to your dealers, 
get in touch with us today. You'll like our extra fast delivery and competitive 
prices. 


STANDARD SCREW COMPANY 
2701 Washington Boulevard e« Bellwood, illinois 


Want more facts? Circle 104 p. 35 
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WASHINGTON 


“Tels 


SUMMARY OF EVENTS THAT 


Support by every dealer is needed 


to outflank Fair Trade's foes 


The federal Fair Trade bill is in deep trouble 
in Congress. It needs your help badly. 

The Harris-Humphrey Bill has been languish- 
ing in the House Rules Committee for weeks. 
Should this committee give a go-ahead for a 
full House vote, it will be too late in the session 
for final action. 

In the Senate, the Senate Commerce Sub- 
committee which is considering it appears antag- 
onistic. Subcommittee chairman Sen. Strom 
Thurmond (D., 8S. C.) leans against the meas- 
ure, although businessmen insist it’s badly 
needed (see p. 31). 

The American Fair Trade Council is not sup- 
porting the pending Harris-Humphrey Fair 
Trade measure. The Council calls for a stronger 
bill, sponsored by Rep. Boykin (D., Ala.), con- 
taining a feature giving more trademark pro- 
tection. 


outlook 


Fair Trade needs massive support. It needs it 
right away. If it doesn’t pass this year, it will 
still be pending next year. Chances are it won't 
pass this year. Use the fall congressional recess 
to talk to your senators and congressman at 
home. Urge them to support Fair Trade. 


You're paying out more in taxes 
so your rate may be cut in '60 


Prospects for a tax cut in 1960 are somewhat 
brighter. 

The business boom is pushing government 
revenues up much higher than forecast. By the 
fiscal year which starts July 1, 1960, a gov- 
ernment surplus big enough to support election- 
vear tax cuts is possible. 

A broad study of the tax structure will open 
Nov. 2 before the House Ways and Means Com- 
mittee. After studying tax loopholes, the com- 
mittee will consider tax rates. 


WILL AFFECT YOUR BUSINESS 


Support is growing for a small business tax 
bill sponsored by Rep. Abraham Multer (D., 
N. Y.). This bill would give firms with income 
under $150,000 a year tax deductions up to 
$33,500 if reinvested for modernization or ex- 
pansion. The bill would also cut corporate tax 
rates sharply, and help investors who lose money 
in small firms. 


outlook 


Keep a close watch on the fall tax studies. Be- 
come familiar with the various proposals and 
what they would mean to you and your business 
so you can plan ahead, should taxes be eased. 
Tell your senators and congressman which bills 
you favor and which you oppose. 


Functional discount enforcement 
bill has slim chance in Congress 


A bill to enforce functional (variable) dis- 
counts is under heavy fire in Congress. 

The bill would require a manufacturer to 
charge a direct-buying store more than a whole- 
saler. Sponsors say it would protect small and 
independent wholesalers and merchants from 
chains and big stores which get lower prices 
because of buying in volume. 

The Justice Department’s Antitrust Division 
says the bill is inadequate and could be dodged 
easily. Federal Trade Commission says the gov- 
ernment would have to decide what constitutes 
“reasonably adequate differentials.” 

Spokesmen for the U. S. Chamber of Com- 
merce say the bill would raise prices for con- 
sumers and businessmen and would place a 
penalty on efficiency. 


outlook 


Congress is not likely to pass functional discount 
legislation requested by some businessmen. The 
powerful opposition of the antitrust agencies and 
lack of widespread support from small firms have 
doomed it this year. 
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Robert Neipp, Vice President Anthony Herman 
Duluth Ace Hardware Co. Otto Herman, Inc. 
19-21 Second Avenue, West ws . 6729-35 Myrtle Avenue 
Duluth, Minnesota | . Glendale, New York 


‘Round the 


compass 
they agree... 


Plastic Stee 


IS A TOP-SELLER! 


You, too, can build sales with this proven product... the only 
product that makes permanent repairs . . . makes “impossible” 
jobs easy. Hundreds of your customers have already used 
PLASTIC STEEL® and will ask for it again. 


THERE IS NO SUBSTITUTE FOR PLASTIC STEEL® 
@ good unit sale — 98c, $1.89 and $3.95 sizes 
@ excellent turnover @ good profit per unit sale 
@ quality products — assures repeat sales and no dissatisfied customers 


@ just mix what is needed for each repair 


@ self-display carton — sells itself 


P48 rH ; ii @ free ad mats, mailing stuffers and sales aids 


@ continuous local and national advertising 
— brings customers to your store 


W iW. A. and E. I. Mariani Henry George, Hardware Department Manager 
S. Mariani and Sons Hardware Stores Montgomery Ward & Co 


3364 Mission Street a Fort Worth, Texas 
San Francisco, California Se 


FEATURE AND SELL PLASTIC STEEL — IN THE YELLOW 
AND BLACK PACKAGE— EVERY FAMILY IS A CUSTOMER 


Order from your wholesaler, or write for details and prices 


401 Endicott Street, Danvers, Mass. 


NOW AVAILABLE— 
DEVCON® RUBBER — for flexible repairs 
DEVCON® ALUMINUM — for repairing aluminum and other materials 
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HARDWARE BUSINESS 
TRENDS AND FACTS TO HELP YOU PLAN FOR THE FUTURE 


a look at the first half... 


The first half of 1959 is history. Here’s what the record shows, 
based on government and industry reports compared to the first 
six months of last year: 


Construction put in place 5 percent 
Department store sales percent 
Industrial suppliers sales 3 percent 
Hardware stores (through May) .78 percent 
Butler Bros. sales .6 percent 
Western Auto sales ».6 percent 
Gamble-Skogmo sales 25.1 percent 
J. C. Penney sales A percent 
W. T. Grant .l1 percent 
Sears, Roebuck & Co. sales 8 percent 
Montgomery Ward sales 


outlook for the second half .. . 


Record sales for the first half of 1959 indicate business came out 
of the recession faster than expected. Momentum alone is expected 
to carry business through a good second half. Right now the steel 
strike seems to govern business outlooks. Yet, sales were good in 
1956 during the 34-day steel strike. Department store sales 
increased during that strike. Hardware dealers now in areas of 
strike-caused unemployment are feeling the brunt of the situation. 
Their out is in granting more credit, upping their accounts receiv- 
ables, with collections running slow until employment resumes. 
Until the steel strike reaches prolonged proportions, the rest of 
the country is not likely to have a decline in sales. A favorable 
sign for the second half is a good inventory situation. Inventories 
at the retail, wholesale, and manufacturing levels have not 
increased. Low inventories, plus a good fall goods selling season, 
plus a whooping big gift and toy Christmas trade point to the 
sales possibilities directly ahead. 


industrial suppliers' sales up . . . 


Industrial distributors’ sales in June increased 37.7 percent from 
June last year. The National Industrial Distributors’ Assn. reports 
that sales for the first half were 23.3 percent higher than for the 
same period in 1958. At the end of June, inventories were 6.2 per- 
cent higher than at the end of June last year. 


... turn to page 66 for more news of How’s the Hardware Business 
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* NEW COMPLETE LINE 
* NEW FEATURES 
* NEW LOW PRICES 


Products 
Famous For Quality and Performance 


Pobatelah valet (cla dela Qolam:\elaslelab4-to Mm 21, (4°) ai: aald- Mel ae lates al 


The new line of Pincor Mowers is the 
most complete and with the newest 
features: New more powerful Pincor 
Engines; New fingertip cutting height 
adjustments; New stop and go handle 
control. Prices are the lowest, profits 
for you are the highest. 

Other Pincor Products, portable 


electric power tools, gasoline engines, 
and electric generator plants are also 
quality and performance proved 
through years of service—and profit 
making too! 

Write, wire or phone for the New 
Pincor Plan for increased sales and 
more profits from them. 





' 


MODEL SP-921-8TR 


’ +. . 


i, 


j 


j 
d a . 
4 J j 
call 
ee 


MODEL 817-E MODEL 5521-BR 

















feat (ol Moh Ae od LO), | 8 2. Oe ed a, BE 2) bepge), Mioie]- ite] 7 wale), 


=t= POR, s-5-5 a Ollol -¢-lal_W 4's Pee Otal lot: to lomeCh- Pelli ialoll- Mmm Gil -Jelalelal- =| 8a 4 lalla mee BLO |e 


Power Lawn Mowers « Electric Portable Power Tools « Gasoline Engines + Electric Generating Plants 


Want more facts? Circle 106 p. 35 
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MERCHANDISING 


newsierier 


A REPORT TO HELP YOU MAKE BETTER LONG RANGE PLANS 


Five key weekends coming up. You have five big Saturdays in August 
to move out summer leftovers, start Fall promotions rolling. Now's 
the time to schedule promotions, calculate markdowns, buy stocks 
for the big pickup following Labor Day. Plan promotions on Fall 
lawn care. Supermarkets and other tough Spring competitors let 
lawn stocks dwindle in the Fall, it's your best time to promote. 
Also, you'll find less customer resistance to price. Buy and pro- 
mote school supplies, cleanup=--paint up--fix up lines, guns, ammu- 
nition, wheel goods, cookware, and gadgets. September layaways 
bring surprising results. Credit sales soar. 



































schooldays can be boom-days for you. Nearly every high school, and many 
junior high schools, have manual training departments. These shops use 
great quantities of tools, parts, fasteners, adhesives, paint, paint sun- 
dries, and many other related lines. Dealers report that it isn't hard to 
make these sales. Initial orders in the $1500 range are not uncommon, and 
there is a big repeat business to count on after the first order. Make up 
price lists of shop items. Call on schools near your store. But do it now. 






































Summer merchandise shows point to Fall trends. New ideas in manu- 
facture, merchandising coming to the fore. Watch these closely: 


More items made of weatherproof, dent=-proof plastics; more paint, 
chemical products in push-button cans; new design breakthroughs 
in melamine dinnerware; more fiber glass replacing metals in 
trays, baskets, etc.; more items packaged for impulse sales on 
perforated paneling; full restyling of key traffic appliance 
lines; more supplier promotion of the concept of Fall futures- 
orders for Spring lines; record toy sales (and shortages) ; more 
tool, shelf hardware imports; much more demand for credit. 















































Fan clearances make good sense now. Customers who were serious about buy- 
ing a fan or room cooler this summer have done so. Few customers may still 
buy on impulse when heat waves strike. But it's a good idea to start 
marking down your stocks. Make markdowns fairly drastic, 10 per cent or 
more if you own a lot of merchandise. There's little profit in storing 
fans until next year. They take lots of space, tie up cash, may be dam- 
aged, and are Subject to obsolescence. Turnover will be hit hard if you 
carry over a big stock. Mark ‘em down. Move ‘em out. 
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TREATED WITH RESIN & VINYL plus ALUMINUM 


Here is a completely new kind of tarpaulin . . . a tar- 
paulin that means extra sales for you! Here's why: 

The new Eagle Tarp treatment actually is two sepa- 

rate treatments. First, the canvas is treated with a 

RESIN bath implanting millions of particles through- 

out the fibers. Then the canvas is baked in a gigantic 

100 foot oven. This baking process actually seals the 

Resin into the canvas. Now the canvas gets the 

second treatment containing VINYL and ALUMINUM 

and is re-run through the oven a second time. The 

second baking process fuses the tough Resin finish 

and the Vinyls throughout and within the canvas to 

create a treatment never before available. This 

lj » C 1 * 1) I T | 0 * A [ a exclusive Double Treatment means that Eagle Farm 
Tarps and Truck Tarps are metallic tarps . . . and are 

more water and rot resistant plus far superior in 


ruggedness and strength! 
Only Eagle Tarps have all these Selling Features: 


@ DOUBLE TREATED FOR GREATER 
WATER AND ROT RESISTANCY 


7 be ® ft a LL Y c A b 24 - @ ALUMINUM TREATMENT REFLECTS 
0 0 AG 90% OF SUN AND HEAT RAYS 


@ROPE BOUND IN HEM... TAKES 
STRAIN OFF CANVAS ... GROMMETS 
WON'T PULL OUT 


@ INDIVIDUALLY PACKAGED AND 
ALSO AVAILABLE IN ASSORTMENT 
WITH FREE DISPLAY RACK 


e UNCONDITIONALLY GUARANTEED 
FOR ONE FULL YEAR 


fete ff e TRIPLE SEWED SEAMS AND 
Pe laloh eal) ao / DOUBLE SEWED HEMS 


4 OUT OF 5S HARDWARE 
WHOLESALERS CARRY EAGLE TARPAULINS 
H. WENZEL TENT & DUCK COMPANY e ST. LOUIS 17, MO. 
Want more facts? Circle 107 p. 35 
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C// FRAME permachem 
KILL 99+% OF 


\ 


New Fram permachem-treated Air Filters are a product of Fram Corporation, world’s leading filter manufacturer, 
Known best for “filter firsts” in the automotive field, Fram now makes air, oil, hydraulic and fuel filters for over 400 
original equipment manufacturers, If you drive a car, chances are there are Fram filters under your hood right now. 


Want more facts? Circle 108 p. 35 





treated AIR FILTERS 
GERMS TRAPPED! 


A SPECTACULAR PROFIT-MAKING 
AIR FILTER FOR FURNACES, 
AIR CONDITIONERS 


The first and only replaceable air conditioning and 
heating filter that is chemically treated to kill 99+% 
of the germs that breed in filters. Stops mold, mildew and 


musty filter odors. Available in sizes to fit all air- 
conditioning and forced air heating systems. A spec- 
tacular profit-maker for distributors, dealers, contractors 
... Nationally advertised and backed by FRAM’s 
selective distribution and profitable pricing policies 

as well as the famous FRAM money-back guarantee. 


HOSPITAL C 

— BY =< 
FRA MM 
permachem treated” 

AIR FILTERS 


FOR HEATING 
FOR COOLING 


en t 
air Filters 10 ™ 


| Send full details 


NAME 








AMAZING 
NEW PAINT SPECIALTY 
PLACED ON MARKET 
PROMISES TO BECOME 
A BEST SELLER. 


Manufacturer Claims, “You need 
Never Clean a Paintbrush again”. 


“I could hardly believe what I was hearing when the man 
said the brush would never harden. Why, all he did was just 
dip the brush in the can and lay it down! The brush was 
filled with quick-dry enamel too! But he left the brush with 
me and I've kept my eye on it for 3 weeks now and it’s still 
soft. It’s the darndest thing you've ever seen!”’ 


The above words are what one paint store owner had to 
say about the amazing new chemical specialty STAT. And 
he’s right. It’s hard to believe all the things STAT does. In 
the first place, STAT does away completely with cleaning 
brushes. You see, when you are through painting, all you 
do is dip your brush in STAT and then lay it down (Takes 
only 3 seconds. Imagine?). Now you can come back to- 
morrow or 3 months from now and pick up the brush and 
start painting. You can even change from one color to an- 
other with very little trouble. Here then is a product that 
will save 30 minutes of a painter's working day. 


But there is much more to STAT. It is perhaps the safest 
chemical ever discovered for working with paints and paint- 
brushes. It is the best thing you can use for cleaning paint 
from your hands, face, EVEN HAIR! STAT is non-toxic. 
It's non-flammable. Contains no solvents! When you clean 
paint from your face or hands, your skin is just as soft as 
can be. Smells good too! 


Never clean a brush agai 


STAT 


CUT OF 
EYE-CATCHING 
NEW 


TOPS PainreRrusH HARDENING 


Now when you stop paint 
NZ you don't have 0 
Clean the brush. Jus! 
dunk it and lay it dow" 
lor minutes or months. |! 
will not Gry out or harden 





Want more facts? 
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One of many torture tests STAT was required to pass. The brush was 
used in DuPont quick drying enamel and then dipped in STAT. After 
24 hours under the infra-red lamp (equivalent to 3 months in the sun) 
it was still soft and pliable and ready for instant use. 


And STAT WILL never evaporate. You can leave the lid 
off and set the opened can on a radiator for months and 
still it will not evaporate. 

STAT was developed by the Winfield Brooks Company's 
Research laboratories in conjunction with Monsanto Chemical 
Company. It promises to be the best-selling paint specialty 
in years. Already thousands of cans have been sold in a test 
marketing. Best of all a lot of these sales were repeat orders. 





STAT is the most economical way to treat brushes that we 
know of. 100 full-bodied 2-inch brushes can be dipped in a 
quart can of STAT. The quart can retails for $2.49 so that 
means it costs only 214¢ per brush. This within itself is 
amazing even if you forget about the fact we have cut a 10 
minute job down to 3 seconds! 

If you are a dealer, you can add a 40% mark-up item to 
75% of all your paint sales by just suggesting a can of STAT. 
And you'll be making friends too because your customer 
quickly finds that STAT takes the messy cleanup out of 
painting, that STAT is perfect for hands and face cleanup, 
that STAT is not discolored by different colors of paint, 
that STAT is completely safe even if he leaves it open on 
top of his basement furnace. 

May you make lots of money with STAT. We've enjoyed 
talking about it with you. 


NOTE: Ask your distributor for STAT. If he doesn't yet 
have it, write: 


WINFIELD BROOKS CO., INC. 
WOBURN, MASS. 
Circle 109 p. 35 
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NRHA spotlights turnover 


at Los Angeles Congress 


Glenn W. Aspinwall elected president at 60th 


Congress attended by 871 hardwaremen, guests 


Hardware dealers can expect a 
continuing uptrend in sales for the 
rest of this year. 

Faster turnover at manufactur- 
ing, wholesaling and retailing levels 
is needed for profit. 

Credit can aid dealers improve 
profits by producing income from 
receivables. 

Hardwaremen should pay greater 
attention to candidates and office 
holders. 

These were highlights of the Na- 
tional Retail Hardware Assn. 60th 
annual Congress. The Congress was 
held in Los Angeles, at the Statler 
Hilton Hotel, July 19-23. This was 
the fourth Congress in California. 
Two previous Congresses were held 
in San Francisco, and one in Los 
Angeles. 

The attendance this year was a 
record-breaking 871 dealers plus 
members of their families, and 
wholesalers, manufacturers and 
guests. 

Glenn W. Aspinwall, Hawkeye, 
Iowa, former vice-president, was 
elected president. He succeeded 
Melvin Kraemer, Marysville, Kan- 
sas. Rupert B. Watson, Atmore, 
Ala., is the new vice-president. Wil- 
bur S. Sweetnam, Peoria, Ill., is 
the new member of the board. 


Philadelphia was named the city 
for the 6lst Congress. This Con- 
gress will be held July 10-14, 1960, 
at the Sheraton Hotel. 

The importance of credit selling 
to hardware dealers was told by an 


Oregon dealer who does 63 percent 
of his volume on credit, who gets 
14% percent carrying charge per 
month on unpaid balances on 79 
percent of his credit sales. 

“T think that credit selling is one 





Benjamin Franklin and Betsy Ross invite dealers to visit Philadelphia for the 
61st Congress in 1960. These historic figures were portrayed by Mr. and Mrs. 
Alphonse Humes, Milford, Del. Mr. Humes is president of the Pennsylvania & 
Atlantic Seaboard Hardware Association. 
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avenue of service most frequently 
overlooked by the hardware dealer,” 
Leonard C. Farr, of Coos Bay, Ore., 
told the Congress. “Credit is one of 
the human needs most sought by 
today’s customers.” 

Pres. Melvin Kraemer advised 
dealers to “work in local self gov- 
ernment to keep America safe and 
strong in democracy. But while we 
are doing this we must keep our 
eyes on what’s happening or threat- 
ening in Washington.” 


Turnover pays the bills 


Hardwaremen were reminded by 
Russell R. Mueller, NRHA manag- 
ing director that “Goods on the go 
are the only goods that pay. To 
make profit-making the rule, there 
must be faster turnovers and bet- 
ter margins.” 

Howard W. Price, executive vice- 
president of The Salt Lake Hard- 
ware Co., wholesaler, told dealers 
that the cash they bank comes from 
turnover. He said that a good in- 
ventory system tailored to a deal- 
er’s own needs will give him stocks 
that meet customer demand with- 
out tying up dollars in unnecessary 
items. Dealer and wholesaler must 
work together so that both can get 
better turnover and more profits. 


How his company cut back slow 
movers and low profit items in its 
power tool line was told by John F. 
Spaulding, president, Skil Corp. 
Chicago. The program he said ben- 
efited dealers as well as the man- 
ufacturer. 


A way to hold 52 traffic pulling 
events a year was suggested by 
Roland A. Harris, executive vice- 
president, Canada Cycle Motor Co., 
Ltd., Toronto, Ont., Canada. He 
suggested selection of one item each 
week for promotion. Dealers should 
train employees how to sell these 
items, and offer inducements to help 
build volume and profit. 


Sales rise will continue 


“We can look forward to another 
year of sustained prosperity,” J. E. 
Fishburn, Jr., vice-president of the 
Bank of America, told the Con- 
gress. 

“Gross national product rose at 
least 10 percent from its recession 
low in 1958 to the first quarter in 
1959. This rapid growth reflects re- 
covery from the recession. Rising 
consumer income will continue to 





provide opportunities for expanded 
repair and modernization markets.”’ 

Although labor unions are neces- 
sary, Godfrey P. Schmidt, attorney 
and former Teamsters Union moni- 
tor, told the Congress they have be- 
come an institution of organized 
bigotry. 


Unions can destroy jobs 


“Some labor unions have priced 
their members right out of work. 
If conditions we now have in this 
country continue for the next 15 to 
20 years we will have private 
armies and an alliance of crooked 
leaders and businessmen under a 
Fascist system,” Mr. Schmidt said. 

“Five or six-million union mem- 
bers in this country are constantly 
victimized by crooked labor lead- 
ers.” 

Otto H. Grigg, Los Angeles, sec- 
retary, Pacific Southwest Hard- 
ware Association, directed the en- 
tertainment program. 

National association officers, di- 
rectors and past presidents and 
their wives held their annual dinner 
July 19. 

“California Here We Come” was 
the President’s Reception theme. 


Held July 20, the program included 
introduction of officers, board mem- 
bers and Canadian, regional and 
state presidents and their wives. A 
floor show and dance concluded the 
evening program. 

The official family breakfast for 
association presidents, secretaries 
and national board members was 
held July 21. Following the morn- 
ing business session the conven- 
tioneers went to Disneyland. An 
afternoon and evening at the big 
amusement park included a chicken 
dinner at the New Orleans Room of 
the Plantation House at Disney- 
land. 


Ladies enjoy style show 


Ladies of the convention were 
entertained July 22 at a continental 
breakfast and style show. Wives of 
state and regional association sec- 
retaries were guests at a luncheon 
held at noon in the managing di- 
rector’s suite that same day. 

The younger set was entertained 
at a Poolside Party on July 22. 

The industry banquet, dance and 
floor show were held July 22 to 
conclude the formal entertainment 
program of the Congress. 


TTT 
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the new NRHA president 





Glenn W. Aspinwall of Hawkeye, Iowa, a hard- 
wareman since 1932, is now president of the 
National Retail Hardware Association. 

NRHA named him its president at its 60th 
annual Congress in Los Angeles. 

He was born and brought up in Illinois, but 
received his higher education in Iowa. He at- 
tended Cornell College in Mt. Vernon, Iowa. In 
1923 he received his BA degree. 

For the next nine years he was active in school 
administration. From 1923 to 1927 he was High 
School principal at Lime Springs, Iowa. He was 
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Glenn W. Aspinwall 


appointed Superintendent of Schools in Larch- 
wood, Iowa, in 1927 and continued in that ca- 
pacity until 1932. 

In 1932 he left the educational field to buy 
the Vroman & Jones Hardware in Hawkeye in 
the heart of a rich and well-diversified farming 
area. 

He joined the Iowa Retail Hardware Associa- 
tion in 1933 and was elected to its Board of 
Directors in 1946. Three years later the lowa 
Association elected him president. In 1952 he 
was elected a member of the NRHA Board of 
Governors at Washington, D. C. 





sy TASPINWA Lig) i» 


KROEHLER | Hardware 








The association president's store .. . 


Here's the double store front from which 
Glenn W. Aspinwall serves hardware and 
furniture needs of an agricultural district. 


The association president's family 


Mr. and Mrs. Glenn W. Aspinwall and 
center, their daughter Joanna, a high school 
NRHA elected him as vice-president at Chi- student, at the doorway of their home. 
cago in 1958. 
He is a Methodist, and a Mason, and is actively 
interested in civic affairs and businessmen’s 
groups. 
President of the Hawkeye Businessmen’s Club, 
he has been an officer of local civic groups. For 
21 years he served as a member of the Hawkeye 
Board of Education. 
Mr. Aspinwall’s store caters to farmers and 
farm families. Since 1943 the firm has operated 
furniture department as part of the business. 
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NRHA Congress 





President's address 





“... let’s work in local government 
to keep America safe and strong... 
and keep our eyes on what’s going on 


in Washington .. .” 


by Melvin Kraemer 
Marysville, Kan. 








During the last 30 years, fewer persons have been 
taking an interest in government. 

As more citizens lost their interest in government, 
there were always some smart enough to note this 
lack of interest and to take over. Mind you, this un- 
interested citizen was always ready and willing to 
accept the benefits and privileges of self government, 
but not the responsibilities. He was just too busy 
with more important things. He couldn’t be bothered. 

Perhaps prosperity, perhaps plain apathy was origi- 
nally responsible for our inactivity but we are in a 
dilemma today. We no longer govern ourselves. 
We have sold our rights. No, we haven’t sold 
them, we have given them away. 

We may complain, gripe and groan, but how long 
and how far this will continue depends upon a big 
question mark which involves you and me. How long 
will disinterested citizens allow this to go on? 

What is going on in your own community? Quite 
innocently and ignorantly we have let the other guy 
set up as dictator. We have let him become so 
powerful that he tells his boys what to do and sets 
limits on what we may do, or may not do. 

Business has never seen a time when government 
intervention plays so large a part in everyday opera- 
tions. With the government taking part in our busi- 
ness, and telling us how to operate, by one control 
or another the time is right for us to speak our 
piece with regard to government. 

Speak out and say your piece in the operation of 
your own community’s government. Match your 
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thinking and action with that of the self-appointed 
and self-seeking. 

Let’s not cringe in a corner. We are going to have 
to take a stand. We might just as well do it now. 
We need city councils, governing bodies, and school 
boards staffed by business men. 

As it is now, we have only one party .. . the 
Socialist party, and that is it. We need two parties. 
Right now would be a good time to start the two- 
party idea going again. Let’s work in local self 
government to keep America safe and strong in 
democracy. 

We must also keep our eyes on what’s happening 
in Washington. NRHA and other retail associations 
have been busy trying to hold back the threat of gov- 
ernmental dictation such as the Kennedy Bill now 
before Congress. This bill would extend wage-hour 
coverage to retailing. It would further extend federal 
controls into our stores and offices. 

Early in May Managing Director Russ Mueller 
testified before the Senate Labor Committee to pro- 
test the proposal to sweep away the exemption re- 
tailing has had since the wage-hour law was enacted. 

In March, I appeared before the House Commerce 
Committee to speak for national Fair Trade, another 
legislative subject of vital concern to all hardware 
men. Manufacturers of branded products which have 
established acceptance and value in the market cer- 
tainly should have some means to protect themselves, 
and us, against price-cutters using known brand items 
as bait to mislead the buying public. Support to gain 
favorable action must come from individual dealers 
contacting representatives in the Congress. 








Why get more turnover? 





“.. benefit to us (in an inventory 


control system) will come through 


being associated with 


strong re- 


tailers making progress and a good 


profit...” 


Retailers are generally more con- 
cerned about dollars invested in 
receivables than dollars invested in 
inventory. At the end of the day 
they are concerned about balancing 
the cash. Their inventory, the larg- 
est single investment in their busi- 
ness, they take a look at once a 
year and then, in many cases, do 
not analyze it carefully. 

If we are to survive in this 
highly complex competitive era all 
of us must pay greater attention 
to turnover of our inventory dol- 


lars. We must strive towards im- 
proving turnover. Our objective 
should be continuity of supply with 
a minimum of investment. 

Why should we be concerned 
about inventory control? Have you 
stopped to consider the need, in 
your business, for a greater amount 
of working capital simply for one 
reason alone — constantly rising 
prices ? 

Ten years ago the value of the 
inventory in the average retail 


hardware store was approximately 





Officers and their wives at the head table for the banquet which concluded 
the formal social program of the Congress. 








by Howard W. Price 


Executive vice-president 


The Salt Lake Hardware Co. 


and 


Vice-president 
National Wholesale Hardware 
Assn. 


50 percent less than it is today. 
The constant rise in prices is re- 
flected in receivables as well as in- 
ventory. As prices rise an ever- 
increasing amount of dollars is 
needed to finance inventory, to fi- 
nance receivables, to provide ade- 
quate working capital. 

Cash in the bank permits dis- 
counting bills regularly. Last year 
cash discounts earned contributed 
more to retailers’ surplus accounts 
than did earnings from operations. 
In many cash discounts 
earned actually represents the dif- 
ference between profit and loss in 
a year’s operation. 

Lack of good inventory control 
has created a situation whereby the 
principals of a retail organization 
spend too much time buying mer- 


Cases 
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chandise from too many suppliers 
leaving too little time to the pro- 
ductive end of the business. The 
promotion of sales, more time de- 
voted to customer relations, these 
are the things which will produce 
a greater net profit. 

Many retailers spend a_ good 
share of their time buying mer- 
chandise. They are concerned about 
the extra 2% and 5 percent dis- 
count. Retailers usually pay for 
these extras. 

Many retailers are actually step- 
ping over dollars to pick up dimes. 
Their buying methods are waste- 
ful. If that were not so, they would 
not have so many idle, dusty dol- 
lars in inventory and their turn- 
over would be improved. They 
would have less capital tied up in 
slow-moving merchandise or ex- 
cessive inventory. We contend that 


retailers do not bank discounts— 
they bank cash from turnover. 

We wholesalers have been part of 
this wasteful process. 

Turnover problems cannot’ be 
cured in 30 days. Improved turn- 
over comes as a reward from steady 
application of basic fundamentals, 
and a strong desire and conviction 
to do what is necessary over an ex- 
tended period of time. 

Wholesalers have been tremen- 
dously impressed with the research 
work which your association has 
done in cooperation with the Indi- 
ana University. 

Hardware retailers must avoid 
having too many dollars invested in 
too many items taking up too much 
space which are producing too lit- 
tle profit. On the other hand, in- 
adequate stocks of the right items 
at the right price, at the right 
time, can cause loss of business and 
result in a severe penalty to gross 
profit. 

Let us look at your business 
from another point. Let us assume 
that we are talking about an in- 
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ventory carried by an average sized 
hardware dealer—say $44,000. If 
it were possible to improve turn- 
over to three times, the inventory 
could be reduced by $14,700. If it 
were possible to improve turnover 
to 3.5 times, the inventory could 
be reduced almost $19,000. 

Let’s state the situation more 
positively. A good hardware store 
always has been and always will 
be a service store with a wide di- 
versity of inventory. That is one 
of the great strengths of a hard- 
ware retailer. 


We all want to grow 


The objective of being in busi- 
ness is profit return. No one wants 
to get smaller. We want to pro- 
gress. By freeing idle, dusty dol- 
lars from inventory investment it 
will be possible to carry a larger, 
more diversified inventory thereby 
opening up new merchandising op- 
portunities for greater sales and 
profits. 

There are many types of good 
inventory control systems. The 
best one is the one that works well 
for you. 

A few retailers have developed 
effective systems of their own al- 
though the of developing 
them are high. It is my firm con- 
viction that the job can best be 
accomplished with the help and as- 
sistance of your principal whole- 
sale supplier. 


costs 


How wholesalers can help 

There are some things which a 
wholesale supplier can do for his 
customers because there are many 
which the individual retailer can- 
not profitably do for himself. 

The Salt Lake Hardware Co. has 
such a plan. Many years have gone 
into the development of this plan. 
It is more than a plan—it is a 
complete service. Our company is 
prepared to offer and perpetuate 
this service. 

Why are we doing this? 

Why are wholesalers interested? 

Obviously, we are not in business 
to sell a service—it requires a great 
investment. It takes a team of 
talented, experienced, merchandis- 
ing people to perpetuate it. There 
is no pride of authorship in the 
system itself. It deals with sound 
fundamentals. We are looking far 





ahead. The benefit to us will come 
through our being associated with 
strong, wide-awake retailers who 
are making progress at a good 
profit. 

A good inventory control sys- 
tem will make heavy demands on a 
wholesale supplier and the retail- 
ers who subscribe to it. It will re- 
quire time and a generous amount 
of patience, and above all, a driv- 
ing desire to make the improve- 
ment. The results will be highly 
beneficial to all concerned. 

These are some of the benefits 
that a retailer can expect through 
the adoption and consistent appli- 
cation of a good inventory control 
system: 


(1) Release idle, dusty dollars 
from inventory and put them back 
in the bank, thereby making it pos- 
sible to consistently discount bills 
and make it possible to carry a 
more widely diversified inventory 
without increasing the over-all in- 
ventory investment. 


(2) Make it possible to take ad- 
vantage of price increases as they 


occur as well as to adopt the Pric- 
ing for Profit Formula, thereby 
increasing gross profit on sales. 


(3) Measure the profitability of 
every square foot of display area, 
thereby making it possible to more 
wisely utilize available space. 


(4) Make it possible to eliminate 
costly loss of gross profit through 
not being able to supply customers’ 
needs. 


Now for a moment, I would like 
to talk about the wholesaler’s posi- 
tion and what, as we see it, he must 
do to assure the success of this 
giant undertaking. 

Many wholesalers are finding the 
item list published as part of the 
NRHA Handbook extremely valu- 
It has stimulated their de- 
sire to assist hardware retailers to 
attain an improved turnover. 

It is a good starting point. 
Changes will occur in the whole- 
saler’s published basic list. This 
list must always represent the 
items which will meet the needs 


able. 


and requirements of his trade ter- 
ritory. It will require constant up- 
dating. 

It is our opinion that a whole- 
saler must analyze his own lines. 
He must analyze constantly the 
sales of each item, line, or commod- 
ity and consistently adjust his in- 
ventory so that emphasis will be 
placed on the strength of the line 
and not the length of the line. As 
a result, buying decisions will be 
based on documented fact, not opin- 
ion. Such analysis will stimulate 
wholesalers to make decisions 
which will benefit them by simpli- 
fying their own inventories, im- 
prove their turnover as well as 
enable them to fill customer’s or- 
ders more complete. 

Wholesalers must be in a posi- 
tion to fill retailers’ orders as 
nearly 100 percent complete as is 
possible on the 4500 basic items of 
hardware. A good inventory con- 
trol makes it possible for the 
wholesaler to do just that. This is 
an important contribution that the 
wholesaler must make to the suc- 
cess of the over-all industry objec- 
tive. 


Turnover: A marketing must 





“.. We are going to get more of the 


consumers’ dollar with new products 


so he will look to his hardware store 


for the new, dynamic things of life... 


Skil over the past several years 
has tried many approaches to help 
solve the retailer problem. I will 
be very frank to admit to you that 
we have not found the answer. Nei- 
ther has anyone else. I recognized 
in the turnover approach the key 
to this terribly perplexing problem. 

We decided, all of our sales and 
advertising executives, to go 100 
percent for the turnover approach. 
This meant a complete new mer- 
chandising and marketing pro- 
gram. We would have to invest 


hundreds of thousands of 
dollars to make it come off. But 
we all felt that it would be worth 
every cent of it. 

The first thing we did was to 
examine the list of high turnover 
tools on the Association list, and 
build a line of products that paral- 
leled it as closely as possible. 

Then, we looked at those tools. 
What was there in these tools that 
could be eliminated to lower their 
cost, and still deliver the highest 
possible quality to the consumer? 


many 


by John F. Spaulding 
President 
Skil Corp., Chicago 


There were many seemingly 
small things but when added to- 
gether we found we were able to 
make some real headway. For in- 
stance, the Research and Develop- 
ment Division came up with the 
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electrostatic finish which was far 
more durable and had a much more 
attractive shelf life than the previ- 
ous polished finishes. 

The second step was a series of 
meetings with our district and re- 
gional Managers to discuss the 
turnover situation. Their on-the- 
spot points of view made it possi- 
ble for us to move ahead swiftly. 
Their reactions were unanimous: 
Cut the line down to its minimum 
but keep the high turnover items. 

We looked at thousands of deal- 
er sales reports and compared them 
to the Association recommenda- 
tions. They matched in better than 
95 percent of the instances. 

So, back we went. We all agreed 
this was the answer. We then de- 
cided to invest several hundred 


thousand dollars in presenting this 
new line to all dealers, and to the 
consumer. 

What did happen when we cut 
our line way back, when we pruned 
out the slow movers, the low profit 
items? 

Did we suffer sales-wise? 

Did you lose sales? 

No! 

This is no tribute to Skil. Nor 
is it a tribute to the Association. 
It is a sincere tribute to the hard- 
ware retailers of this country, who 
joined the tremendous move toward 
the turnover program. Simply 
stated, it paid off and it’s paying 
off more and more every day. 

What about the future? 


I can only tell you what I know 
in the power tool industry. The 
turnover program has enabled us 
to concentrate on new products, 
products which tickle the imagina- 


tion of the buying public. We are 
not wasting our time on slow mov- 
ing items. We are out after vol- 
ume, the big volume that you en- 
joy. And we are going to get more 
and more of that consumer’s dollar 
every day, because we are going 
to draw him to his local hardware 
store with products that are so 
new, different and exciting that he 
will learn to look to his hardware 
store for the dynamic new things 
in life. 

We are going to take advantage 
of the increased leisure time the 
American has. 

We are going to entice him. 

We are going to motivate him to 
want to build things, to do things 
himself with high quality prod- 
ucts. 

We are going to force him to go 
to his hardware retailer and get 
the best advice, as well as the best 
products, to satisfy this desire. 


Be competitive with credit 





*... 63 percent of our sales volume 


is in credit with an average budget 


sale of $9.10 and a 10 percent net 


on receivables. Sales increase every 


year °* «¢ — 


Credit Selling is one of the ave- 
nues of service most frequently 
overlooked by the hardware dealer. 
Credit is one of the human needs 
most sought by today’s consumers. 

It is not surprising that most 
retailers take a somewhat antago- 
nistic view toward tying up their 
capital in what they feel to be non- 
productive accounts receivable. | 
am sure that this is the reason for 
most of them lacking enthusiasm 
for further extensions of their 
credit services or for entering the 
field at all if they are not now of- 
fering any credit service. 

But, if you could realize a re- 
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turn of 10 percent net on your fto- 
tal investment in_ receivables, 
wouldn’t that be of interest? It 
can be done. We are doing it, and 
so can you. 

Our accounts receivable ledgers 
which we used to view as stagnant 
repositories of valuable business 
capital have been turned into the 
most stable source of income to our 
business. 

We are getting this 10 percent 
return on our total investment in 
accounts receivable, including our 
30 day accounts from which we 
collect no carrying charge. This is 
because 79 percent of the dollars 


by Leonard C. Farr 
Farr's Hometown Hardware 


Coos Bay, Ore. 


so invested are on a carrying 
charge basis. 

Our firm, Farr’s Hometown 
Hardware, a partnership, operates 
two stores on the southern coast of 
Oregon at Coos Bay and at Co- 
quille, a town 18 miles away. The 
Coos Bay store is the one I man- 
age. My remarks will be centered 
mostly around this operation al- 
though our credit program is iden- 
tieal in both stores. 





Our firm is not new in the credit 
selling field. We are 43 years old, 
and during all of these years we 
have offered 30 day credit to those 
needing, wanting, and deserving it. 

For about 20 years we have of- 
fered big ticket merchandise on 
conditional sale contracts with 
monthly payments. From 1947 
through 1955 we discounted most 
of these contracts at our local chain 
bank. 

In November, 1955, we launched 
our credit program which we call 
Farr’s 6 credit services. This pro- 
gram was the result of years of 
study and discussions among our- 
selves and with others in various 
lines of business who had similar 
problems and similar opportunities. 
The services offered are not origi- 
nal with us, nor is our program 
perfect or complete. We are adding 
new features and refinements to it 
constantly. 


How credit plans work 

Our 6 credit services include: 

(1) Regular charge accounts 
with full payment to be made on 
the 10th of the month following 
purchase. 

(2) Budget charge accounts 
which sometimes are called revolv- 
ing charge accounts. 

(3) Continuous contract ac- 
counts sometimes called open-end 
installment contracts. 


(4) Bank conditional sales con- 
tracts by which, if a customer 
should prefer, we can write the con- 
tract on bank forms, discount the 
paper at local bank, and he can 
make his payments there. 

In the 42 months that we have 
been offering continuous contract 
accounts and carrying them our- 
selves, however, not once have we 
been asked to turn a contract over 
to the bank for handling. 


(5) Home improvement loans 
which are sometimes referred to 
as FHA Title I Loans. We have of- 
fered this type of credit for 9 
years. 

But, again, our customers prefer 
our own terms as is evidenced by 
the fact that we have written only 
six of these since November 1955. 

(6) Layways which may be 
stretching a point to call credit 
services, but we do handle them on 
our books the same as regular 
charge accounts with a statement 


Secretaries of state, regional and Canadian groups meet informally at break- 
fast just before the opening business session. 


sent each month until completed. 

Our second credit service which 
we call budget charge accounts are 
10 months accounts. The customer 
pays monthly 1/10th of the limit 
which he establishes for himself 
with the approval of our credit de- 
partment. 

Each month we add 1% percent 
of his unpaid balance as a carrying 
charge. He may pay his account in 
full at any time. He may add to 
his budget charge account, at any 
time, any purchase which will not 
make the total of his account ex- 
ceed his established budget limit. 

Our budget limits are established 
at $50 intervals. That is, $50, $100, 
and $150. Payments, then are $5, 
$10, and $15 per month. Budget 
limits may be altered at any time 
by joint agreement of the customer 
and our credit department. 

Jim Jones, a false name for a 
real account, opened his budget ac- 
count in March, 1956, four months 
after we instituted our complete 
program. We created a limit of 
$150 for him, making his payments 
$15 per month. His first series of 
purchases ran the account up to 
$110. From March of 1956 until 
June 1, 1959, Jim’s budget account 
has had a balance as high as 
$153.75, just over his prescribed 
limit. 

He has used the account to buy 
everything from a 50¢ bag of nails 
to a $24.95 electric drill. He has 
charged a total of $757.27 in mer- 
chandise all of which we sold at 
full margin, one of the big plus 
factors in credit selling. Customers 
who buy on time rarely, if ever, 
ask for price concessions. 


During these years we have col- 
lected $57.06 in carrying charges, a 
return at our present rate of 18 
percent per year on our money. 

In addition to the budget or re- 
volving charge account, we offer 
open end conditional sale contracts 
which we cal! continuous contract 
accounts. 

These are based upon a 24 
months pay-off period, and they are 
used by our customers for the pur- 
chase of big-ticket merchandise 
such as appliances, pumps, plumb- 
ing materials, and roofing. 

We require a down payment of 
at least 15 percent on most items 
when the first contract purchase 
is made. Most later purchases on 
these accounts do not require addi- 
tional down payments. 

As with our budget charge ac- 
counts, the customer may pay his 
account in full at any time, and 
he may add to his contract at any 
time any purchase which will not 
make his total obligation exceed 
his established limit. 


Credit charge pays off 


We make a carrying charge of 1] 
percent of the unpaid balance each 
month which is added to the cus- 
tomer’s monthly statement. We re- 
serve title to all merchandise sold 
under this plan until final settle- 
ment of the account, and we offer 
complete insurance coverages on 
these contracts, including life in- 
surance, fire, theft, and a health 
and accident insurance. 

Do your competitors offer some 
of these types of credit services? 

Take a look at Sears, perhaps 
your biggest competitor. Sears is 
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now nearly to the goal of making 
50 percent of total sales on an in- 
stalment basis. 

Sears reaches 50 
percent, perhaps this year, I feel 
certain it will raise its sights to 
60 percent. 


As soon as 


When we started planning for 
the final form of our credit ser- 
vices, we set out to accomplish three 
principle things: 

First, To 
profits. 


increase sales and 

Second, To put our credit depart- 
ment on a paying basis. 

Third, To bring about an in- 
crease in the effectiveness of our 
collection system, 

The results are now in for our 
third full year of complete credit 
services, and we feel that we have 
been successful in accomplishing 
these goals. 

We have experienced a substan- 
tial increase for each year in our 
sales and profits picture. 

We have put our credit depart- 
ment on a paying basis. With 79 
percent of our accounts receivable 
earning for us 1 percent and 1% 


percent per month, we find that 
the revenue from them pays a very 
large portion of our total office and 
bookkeeping overhead. 

No longer are we _ permitting 
regular charge accounts to stretch 
payments over 4, 6, or 10 months 
as they used to do. If they want to 
make partial payments on a 
monthly basis, we place them into 
one of our plans and ask them to 
pay a fair share of the cost of such 
extended terms. 

We used to operate a budget sys- 
tem without a budget plan, and 
many people took advantage of our 
lack of firm policy. Now that our 
policy is firm and clear, we believe 
that the customers are better satis- 
fied. 

The fulfillment of our third goal 
which was to assist in the collec- 
tion of past due accounts was per- 
haps the most gratifying of all 
benefits which we have derived. 

In January 1956, we notified all 
accounts whose balances were 
charged off in 1955 that they would 
automatically fall into our new 
system with the carrying charge 
of 1 percent (our charge for bud- 
get accounts at that time) added 
each month to their balance until 
paid. 


A similar policy has been fol- 
lowed in 1957 and 1958. By making 
regular follow-ups, by converting 
some accounts to budget charge ac- 
counts without the privilege of add- 
ons, and by monthly mailings of 
these charges, we recovered in 1956 
an amount of our bad debts ledger 
which was only 4/100 of 1 percent 
less than our 1955 charge-offs. 

It is possible to be too conserva- 
tive in the extension of credit. Most 
chain organizations establish mini- 
mum standards for bad debt losses 
and severely criticize their credit 
managers whose losses fall below 
these standards. The assumption 
is that they are passing up too 
much business if their policies on 
credit are too strict. 

Some 63 percent of our sales vol- 
ume is on credit. Some 39 percent 
of it is on our regular charge ac- 
count program, 9 percent is on our 
budget charge accounts, and 15 
percent goes on our continuous con- 
tract accounts. 

The value to our business of the 
credit sale is revealed by the fact 
that our average cash sale is $3.23. 
Our average regular account sale 
is $10.05, more than three times 
as large. Our average budget sale 
is $9.10, and the average contract 
sale is a whopping $91! 


Distribution with profit 





To grow with the population, 
hardware distribution must share 
the prosperity of today’s market- 
ing. Hardware distribution must 
shed its surplus, cut its costs and 
speed up its operations. 
warehouses and on 
store shelves are merely on their 
way from factory to user. De- 
layed delivery adds to the cost. 
We must have faster retail and 
wholesale turnover and_ better 
margins. 

No hardware store can have an 
electronic wizard to count, record, 
tabulate, memorize, calculate and 
report back the items in stock. 

When a retail dealer has an 
efficient turnover record he does 
not guess what he has in his in- 
ventory. He does not guess wha‘ 


Goods in 
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items pay their way and which are 
freeloaders. 

When wholesalers keep the right 
turnover records they can _ help 
hardware dealers make more profit- 
able turnover. Elimination of un- 
needed numbers in retail inven- 
tories also frees wholesaler inven- 
tories from slow movers. The 
right turnover records in hands 
of both dealers and wholesalers 
also give manufacturers an easy 
way to better operation. These 
records remove demands for un- 
necessary numbers. 

With the right turnover records 
in retail and wholesaler hands, 
manufacturers can feature market- 
tested and proven items. 

If the dealer has the right pric- 
ing he attracts price-conscious cus- 


by Russell R. Mueller 
NRHA Managing Director 


tomers and prices goods to pay a 
profit. Proper pricing considers 
competition and the worth of the 
product to the customer in line 
with market changes. 





Fair Trade Prospects Dim 


. . « unless small businessmen put more effort into forcing favorable 


While prospects for a new Fair 
Trade law are not bright at the 
moment, according to HARDWARE 
AGE Washington Bureau (see p. 
10), there is still time to get Con- 
gress to act on this legislation. 

Both the House and Senate bills 
are side-tracked in committees and 
will die there, unless there is a 
strong grass-roots demand for ac- 
tion. 

Most effective way to cause this 
demand, Washington observers say, 
is for businessmen to put pressure 
on their own congressmen. 

Hearings on both the House and 
Senate bills saw congressmen hit 
with aggressive, amply documented 
evidence from opponents of Fair 
Trade. This opposition included 
many government departments, in- 
cluding the Dept. of Justice, a 
long-time foe of Fair Trade. 

Witnesses in favor of Fair Trade 
were, in comparison, comparatively 
few. 

Since the proposed laws are of 
primary interest to small business- 
men—such as hardware dealers— 


Congressional action on side-tracked bills 





Total votes cast 
For Fair Trade 
Against Fair Trade 
Disqualified votes 





FAIR TRADE BOX SCORE 


This is a tabulation of votes mailed by readers to Hardware Age. 


100%, 
95°, 

32 49. 
7 1°/, 








the fight for Fair Trade must be 
carried on by small businessmen. 
Judging from mail from readers 
received by HARDWARE AGE, quite 
a few dealers have taken the trou- 
ble to write to their congressmen 
in connection with this legislation. 
But the number of such letters ap- 
pears to be far short of the quan- 
tity needed to influence Congress. 
It is quite clear the hardware 





How to write your congressmen 


When writing a letter to a senator, the usual custom is to address the envelope this way: 
The Honorable Strom Thurmond, Senate Office Building, Washington 25, D. C. The salu- 


tation in the letter would be "Dear Senator.” 


When writing a representative, the envelope is normally addressed this way: The Honorable 
H. W. Smith, House Office Building, Washington 25, D. C. The salutation to the letter would 


be "Dear Congressman.” 


trades needs—and wants — Fair 
Trade. The voting in the HARD- 
WARE AGE Fair Trade Poll shows 
95 percent of the votes in favor of 
Fair Trade (See Box Score with 
this article). Yet, very few dealers 
have been willing to put personal 
effort into the fight for Fair Trade. 
Too many small businessmen still 
have the attitude that they can “let 
George do it.” This attitude will 
not influence Congress. 

It boils down to this: Small busi- 
nessmen must get behind the two 
Fair Trade bills and work for them. 
One step in this fight is to write 
to vour congressmen and tell them 
that you want them to get back of 
these Fair Trade bills. You might 
remind them that a vote for these 
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bills is a vote for the small busi- 
nessman. 

Another step in the fight would 
be to encourage other local busi- 
nessmen to also write and make 
their desires known. 

If you have not already done so, 
drop a post card to HARDWARE AGE 
telling us whether you are for or 
against Fair Trade. We will keep 
the results of the HARDWARE AGE 
Fair Trade Poll up to date. The 
results of the Poll will be sent 
regularly to appropriate congress- 
men to demonstrate the feelings of 
the hardware trade. The more votes 
we can show them, the more effect 
the figures will have. 

In addition to writing to your 
own congressmen, it would also be 
helpful to write to the following, 
who, at press time, are in charge 
of the committees now holding up 
the two bills: Sen. Strom Thur- 
mond, chairman, Senate Commerce 
Sub-Committee, and Rep. H. W. 
Smith, chairman, House Rules Com- 
mittee. 

Some examples of comments con- 
tained in letters received by HARD- 
WARE AGE follow. 


... We are very much in favor 
of Fair Trade. If there is anything 
else we can do, we will be glad to 
do it. We have written our con- 
gressman. Arthur Volkmann, Volk- 
mann Hardware, Beaver Dam, Wis. 


... We certainly are for Fair 
Trade. Will write our congressman 
today. Howard A. Brush, Village 
Appliance & Hardware, Basking 
Ridge, N. J. 


. . We are 100 percent for Fair 
Trade. I have personally sent let- 
ters to all my congressmen and both 
senators. Thanks for your support. 
Oriole Hardware Co., Baltimore, 
Md. 


... From Chillicothe Hardware 
Co., Chillicothe, Ohio, comes a 
copy of a letter received by Ben 
Segal from Sen. Lausche. The let- 
ter from the senator acknowledges 
receipt of a letter on Fair Trade 
and says, “. . . Please be assured 


(Continued on page 60) 


32 e HARDWARE AGE, July 30, 1959 


a newspaper editorial... 


The Case For Fair Trade 


Few subjects in our modern economic life have been discussed 
as vehemently—and with less real comprehension of the under- 
lying principle—as Fair Trade. 

The popular concept is that Fair Trade laws are enacted to 
keep people from getting bargains, or to prevent healthful com- 
petition, or to make the public pay more for manufactured goods 
than they are worth. 

To see what Fair Trade really means, and how it operates, 
let’s suppose you organize a company. You’re going to manu- 
facture electric irons—good electric irons, the best that can be 
made. You pay for research, to obtain the latest features in your 
product. You buy expensive machinery, hire skilled craftsmen, 
organize a merchandising and advertising campaign to create a 
popular demand for your irons. 

Your electric iron is not cheap, but you are convinced that the 
public will pay a fair price for a really good iron. 

First, though, you must sell them to appliance dealers through- 
out the country—unless you intend to operate thousands of retail 
stores yourself, which would be uneconomical if not impossible. 

The thing that the appliance dealer wants to know is—can he 
sell them, or will he get stuck with them? 

In your case, it being a good iron and properly promoted he 
can be convinced of its salability. But he might be stuck with 
them in another way. Suppose, after he’s purchased a good in- 
ventory and sold some to his best customers, a discount house or 
the like around the corner starts selling them ‘at wholesale”? 

His best customers will accuse the dealer of having “gypped”’ 
them. And if the retailer tries to meet the “wholesale” price, he 
is soon out of business. After all, he is renting his store, paying 
his help and keeping going on the usual traditional spread be- 
tween wholesale and retail prices. 

This doesn’t have to happen too often, or too long, before you 
and your good iron manufacturing company are caught in a 
deadly vise. Once your product has gone the round of the dis- 
count houses and the “special sales,” how many retailers are 
going to stock up on your iron? And when you lose the promotion 
and merchandising support of the ethical retailers, even the dis- 
count houses and special sellers will lose interest in you. Or 
they’Il demand special price concessions that would make it im- 
possible for you to continue manufacturing a good iron. 

Fair Trade, in essence, requires all dealers in your product to 
observe the suggested price. It is a protection for the indepen- 
dent retailer as well as the manufacturer of trade-name wares. 

It does not end competition. Non-fair-traded products are sub- 
ject to any price manipulation. And there always is the com- 


pelling factor of rivalry between manufacturers in the various 
fields. 


What is so heinous about permitting a man—you, in the the 
electric iron business—to suggest a retail price that will be ade- 
quate to keep you and your retailers in business? 

The public, we think, would do well to look at the broad prin- 


ciple involved. The “bargains” available when Fair Trade breaks 
down may be very illusory. 





Editor’s note: This editorial was sent to us by Amelia Hardware 
Co., Amelia, Ohio. It originally appeared in the Cincinnati En- 
quirer on June 3, 1959, and is reprinted here with their per- 
mission. How does your local newspaper feel? 





Buying Check List 


of new hardware items 


Keep up to date. Check the new items and 
selling aids in following pages and keep 
posted on new ideas for making money. 


Each item in the following pages has a number above it. When 
you want more details about an item, just circle corresponding 
number on postcard on page 35, and mail. 


Here is a quick Check List of items described in the following pages 


] Perforated board fixtures 
Metallic repairer product 
New boat tool assortment 
Lightweight hand snow plow 
12 oz wax spray for metal 
Hack saw blade display 
} Revolving rack for signs 
| Fast paint brush cleaner 
| Rustproof combination lock 
[| 22 qt pitcher promotions 
-] Mobile tool merchandiser 
[] Cordless hand traverse rod 
|] Fast-eye pulley display 
|] Pouch for hack saw blades 
[] Aerosol lubricant display 
[| Permanent furnace filters 
} Soft household bath brush 
'] Square bread box models 
[|] Repackaged hardware items 
[) 19 pe saw set in metal kit 
[] Paper and foil dispenser 
[|] Heavily padded oven mitts 
[] Miniature alarm clocks 
' | High fidelity speaker unit 
"| Ye in. electric drill unit 
|] Assortment of spray paints 
' | Expanded vacuum ware line 
|} Portable home hair dryer 
[|] Christmas tape displays 
[| Low-priced fiber glass pole 
[] Swing chain package kit 
[|] Non-sparking safety wrench 
|] Dirt-proof screw anchors 
| Wall-cleaning applicotor 
| Eight leakproof markers 
[] Twin steel wool floor pads 
| Polystyrene door knocker 
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] Melamine dinnerweare line 


Line of carbide abrasives 

Dispenser for plastic rolls 

16 qt leakproof diaper pail 
Odorless resin adhesive 


| Clip-on pocket magnet 


Polyethylene duck decoy 


-] Adjustable leakless nozzle 
~}] Edger for walks, patios 

}] Fish lure counter display 
_] Repair items merchandiser 
"| Children's spring horses 

| Envelope for small items 
'] Electric bench grinder 
-] Stove bolts, wood screws 
| Metal housewares pattern 
'] Display carton for pumps 
| Scissor-type shrub shear 

] Glass door closer display 
-) Planter with plastic pot 
"] Two vegetable bin sets 
-] Portable electric heater 
] Screen, storm door closer 
| Metal rack for 12 scales 


| Speed drill set in stand 
-] Garment rack display card 


NEW EQUIPMENT FOR STORE AND WAREHOUSE 


_] Cash-charge posting register 
| Form speeds letter writing 
| Redesigned manual tabulator 
| Front action paint mixer 


Automatic circular saw filer 


| Wall section display catalog 
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Item 1 

Perforated board fixtures 
Turnbuckles’ K6L _ self-service 

merchandiser for perforated board 
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fixtures holds 10 each of 11 self- 
locking fixtures for use in homes, 
garages and workshops. The items 
on the 18 x 24 in. board are card- 
mounted, either stapled or bubble- 
packed. It can be used as a counter 
or wall display. Four other coun- 
ter and floor-type merchandisers 
are available. Turnbuckles, Ince.., 
Dept. HA, Box 333, Michigan City, 
Ind. 


Item 2 
Metallic repairer product 


Devcon Aluminum is now avail- 
able to the home handyman for re- 


pevcon 


pairing furniture, tools, appliances, 
outboard motors and toys. This 
metallic putty of 80 percent alumi- 
num and 20 percent plastic, bonds 
aluminum, iron, steel, bronze, 
brass, wood, glass and porcelain to 
itself or to each other. It is rust- 
proof, shrinkproof and _s resists 


34 © HARDWARE AGE, july 30, 1959 


water, gasoline, oils and most 
chemicals. The mixture requires no 
heat or pressure and hardens in 
two hours. Sells for 98¢ in a foil 
package. Devcon Corp., Dept. HA, 
Danvers, Mass. 


Item 3 
New boat tool assortment 


Included in the new Capt. Hyde 
boat tool line is a refinishing paint 
scraper, a heavy duty scale remov- 
er, a flexible caulk knife and an 
electric paint remover. Six each of 
the three hand tools are carded and 
available in an assortment dis- 
played on a wire rack, free with 


the purchase of the assortment. 
Hyde Mfg. Co., Dept. HA, South- 
bridge, Mass. 


Item 4 
Lightweight hand snow plow 


Here’s a new hand snow plow 
featuring a 12 x 24 in. wide curved 
tempered steel blade. Gardex’s Sno- 
Cat clears up to 8 in. of snow in a 
spiraling motion and piles it to one 


side. This plow has 6-in. cleated 
rubber tires, light steel frame and 
handles finished in chromate, and 
a floating action blade. Comes indi- 
vidually packed with a giant mer- 
chandise tag. Gardez, Inc., Dept. 
HA, Michigan City, Ind. 


Item 5 
12 oz wax spray for metal 

Spray Aluminum Wax, an aero- 
sol product that protects metal sur- 
faces, retails for $1.98. The wax in 


12 oz pressure cans is greaseless, 
colorless and nonirritating. It pre- 
vents rust, pitting and discolora- 
tion, is not affected by weather and 
prevents binding or sticking of 
metal parts. The product can be 
used on automobile chrome, alumi- 
num and stainless steel. Jet-Aer, 
Inc., Dept. HA, Paterson, N. J. 


Item 6 
Hack saw blade display 

Here’s a hand hack saw blade 
merchandiser which holds 110 Dis- 


ston items. The 16 x 6% x % in. 
display can be used on counters or 
walls. Super Safe and Duraflex 
blades in 10 and 12 in. sizes and 18 
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FREE CHECK LIST SERVICE FOR HARDWARE AGE READERS 


Use this new, quick way to 


KEEP POSTED on 


NEW ITEMS AND NEW SELLING IDEAS 


These two easy steps will keep you up-to-date on latest information on new items, new 
merchandising ideas, special deals and other profit building information. 


As you read through this issue you will find numbers beneath all adver- 
tisements and with all items described in the Buying Check List. 


When you want more information on any of the items or ideas in the 
advertisements or in the Buying Check List, just circle the corresponding 
on the Quick Check Postcard below, and mail. We pay the 
as a service to readers. Your request will be promptly passed 
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HARDWARE AGE BUYING CHECK LIST 


A quick, easy way to keep up to date 


B® Each issue of HARDWARE AGE contains hundreds of new profit 
making ideas on selling, merchandising, etc., as well as 


the largest listing of new items of any horawoare magazine 


You must keep posted on these new ideas if you want to 
keep your store profitable. HARDWARE AGE makes it 
for you to keep posted by using this Free Quick Chi 
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Want more details? Just circle item number on p. 35 


and 24 teeth per in. are in the as- 
sortment. All blades on the display 
are painted green and tangerine. 
Your cost is $32.24 for the display 
which lists at $48.20. Disston Div.., 
H. K. Porter Co., Dept. HA, Unruh 
and Milnor, Philadelphia, Pa. 


Item 7 


Revolving rack for signs 

Here’s a_ self-service revolving 
counter rack for Hy-Ko signs. Its 
20 high-visibility wire compart- 
ments hold up to 24 Futura or Re- 
flecting signs. Rack is free with an 


assortment of 5 doz Futura or 10 
doz Reflecting signs. Hy-Ko Prod- 
Dept. HA, 6813 Wade 
Cleveland 13, Ohio. 


ucts Co., 
Park Ave.., 


Item 8 
Fast paint brush cleaner 

Here’s a paint brush cleaner you 
can tie-in with paint brush and 
paint With Stat, brushes 
will stay soft until they are ready 


sales. 





Never clean a brush 090 


STAT 


‘ 
00s panrsaust nano 





for use again. Colors can be 
changed in less than a minute with 
this solution that prevents paint 
from drying in the brush. Stat 
can be used for paint, varnish, 
lacquers, enamels and synthetics. 
It contains no solvents and won't 
evaporate. Retails for $1.49 per pt, 
$2.49 per qt and $7.98 per gal. 
Winfield Brooks Co., Dept. HA, 
Woburn, Mass. 


Item 9 
Rustproof combination lock 


Slaymaker’s No. 853 Minute Man 
combination padlock has been im- 
proved and redesigned to sell for 
$1, slightly higher on the West 
Coast. The body is a rustless alloy 
finished in silver and the steel 
shackle is cadmium-plated. Num- 
bers are etched into the dial and 
the 3-number mechanism is eali- 
brated for precise operation. Comes 
individually boxed with a combina- 


tion record tag attached to the lock. 
Slaymaker Lock Co., Dept. HA, 
Lancaster, Pa. 


Item 10 


22 qt pitcher promotions 


Plas-Tex’s Summer “2 for 1” 
Special features a free ice cube 
tray with every 214 qt pitcher for 
$1.98, the price of the pitcher alone. 
The pop-it ice cube tray is regular- 
ly 49¢. You can choose from two 
special deals. PT-109 includes six 
each of yellow, pink and turquoise 


sets that cost you $21.60 or PT-110 
features 20 sets each of the three 
colors for $72. Plas-Tex Corp., 
Dept. HA, 2525 Military Ave., Los 
Angeles 64, Calif. 


Item I] 

Mobile tool merchandiser 
Here’s a metal merchandiser foi 

displaying up to 5 doz Ames tools 


in a unit 39 in. wide, 28 in. deep 
and 45 in. high. It has 3 in. casters 
for mobility indoors or outdoors. 
A panel identifies each tool by 
stock number and price. OU. Ames 
Co., Dept. HA, 
W. Va. 


Parkersburg, 


Item 12 
Cordless hand traverse rod 
Budget-minded homemakers will 
be interested in this cordless hand 
traverse rod for use over doorways 
and closets. The Stanley Style- 
master (No. 6717) is made of 
heavy gauge steel, finished in baked 
enamel. It extends 28 to 48 in. and 
projects 3 in. It comes pre-assem- 
bled with Dual-Lock | brackets, 
screws and two anchor glides in 
attached polyethylene bag with in- 
structions. Comes packed 10 to a 
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box. Stanley-Judd Div., Stanley 
Works, Dept. HA, Wallingford, 
Conn, 

Item 13 


Fast-eye pulley display 


Less than 1 sq ft of counter 


space is needed for North & Judd’s 
No. 46 display box of galvanized 
fast-eye pulleys. Pulley sizes, num- 





bers, uses and suggested prices are 
given on the box. The selection in- 
cludes 10 each of 1% in., 1 in., and 
14, in. No. 0174; 20, 34 in. No. 
0174; and four double pulleys,, 

in. No. 0176. North & Judd Mfg. 
Co., Dept. HA, New Britain, Conn. 


Item 14 
Pouch for hack saw blades 
Great Neck’s Corsair CHB-8& 


plastic and dustproof pouch holds 
eight alloy tool steel flexible hack 
saw blades, each in a separate com- 
partment. Three different point 


38 e HARDWARE AGE, July 30, 1959 


sizes are marked on the face of the 
pouch. A snap for opening and 
closing the pouch flap makes this 
protective container reusable. This 





sells for 99¢. 


item 
Great Neck Saw Mfrs., Dept. HA, 
Vineola, N. Y. 


prepunched 


Item 15 
Aerosol lubricant display 
Sil-Glyde lubricating compound 
for auto and home use is now pack- 
aged in a colorful display box con- 
taining 1 doz 6-0z aerosol cans. 
This counter box describes the 
product’s features and illustrates 
its uses on cars, in the home and 
shop and on sporting equipment. 


SILGIYDE oon, 
tae + fart Pace 


—“- = . ere | 





The 6-oz container retails for $1.49. 
American Grease Stick Co., Dept. 
HA, Muskegon, Mich. 


Item 16 
Permanent furnace filters 


Safeguard’s permanent furnace 
filters are easily cleaned and need 
no adhesives to renew or mat after 





cleaning. The frame is aluminum, 
with coated steel support wire. An 
adapter is available to convert 1 in. 
filters into 2 in. filters. Filters 
come individually packaged in sizes 
from 10 x 20 x 1 in. to 20 x 25 x 1 
in. Prices range from $2.49 to 
$3.98. Safeguard Corp., Dept. HA, 
Lansdale, Pa. 


Item 17 
Soft household bath brush 

This Mermaid household bath 
brush filled with soft, resilient 


Saran bristles is prepriced at $1.49. 
The word “bath” is spelled in blue 





bristles on a pink background or 
vice versa. The filling is set into 
a solid plastic block with grooved 
edges for gripping when the brush 
is used without the handle. One 
dozen assorted colors are in a ship- 
ping container. Ox Fibre Brush 
Co., Dept. HA, Frederick, Md. 


Item 18 
Square bread box models 


Style-conscious homemakers will 
be attracted to Lincoln Metal’s re- 
designed line of square bread boxes. 
A re-styled front door, a new knob 
style and monogrammed black and 





...@ new buy word for 


EXTRA FALL & CHRISTMAS PROFITS! 
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Pe etch malic 


NOW Gi domaltice NON Gidomatic 
HANDY-LITE REEL §$CLOTHESLINE REEL 


Light and power when and where it’s needed... . auto- Brings automatic new convenience to laundry, base- 
matically! Home, workshop, patio, garage .. . all ment, outdoors. Unique Lock-Ring keeps line from 
around the house. Cord locks at any desired length . Sagging. Line retracts out of sight $995 
retracts automatically. MODEL 500 5 Weather resistantcase of = yong, or. 20 1 $ 

Electric outlet in handle. 20 FT aluminum. Sells on sight. 

ULapproved. Guaranteed. 895 “LIST Guaranteed. 395 “LIST | 


MODEL CR-40—40 FT. $@95 LIST 


Cordomatic, PRE-SELLS YOUR MARKET WITH 
POWERFUL SALES SUPPORT 


Dealers from coast to coast are already profiting 
and Gardens by the tremendous national acceptance of these 
‘ Cordomatic products. A great national advertising 
campaign will pave the way to extra fall and Christmas 

profits for you! 





Everything’s ready to help you tie-in and cash-in 
® Special window display service 


OVER 37 MILLION @ Point-of-sale displays for Christmas and all year 


"round 
readers will be presold on @ Envelope stuffers, catalogs, etc. 
Cordomatic Convenience! @ Dealer advertising service 





ACT AT ONCE! 


Get set to profit by Cordomatic’s powerful promotion. 


See your wholesaler or write direct for full details. 
17th and Indiana Ave. e Philadelphia 32, Pa. 





Want more facts? Circle 110 p. 35 
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gold inset are features. Hardwood 
slicing boards are built into each 
door. The chrome model retailing 
for $11.98 is shown. Other models 
range from $5.98 to $16.98. Lin- 
coln Metal Products Corp., Dept. 
HA, 225 42nd St., Brooklyn 32, 
Bs 


Item 19 


Repackaged hardware items 
Androck turnbuckles, screw eyes, 

screw hooks and gate hooks are 

now in boxes of high grade kraft 


board with green and white labels. 
These boxes have straight, rigid 
sidewalls that open and close easily 
and double ends for heavier items. 
Washburn Co., Dept. HA, Worces- 
ter, Mass. 


Item 20 


19 pe saw set in metal kit 

Home workshop owners will be 
traffic for Ram’s 19-piece sabre 
saw set. The R44 model is featured 
in this set with a multiple design 
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drawing instrument. Other items 
are: 232-page home repair guide, 
10 ft extension cord, compass, 
marking pencil and 10 assorted 
blades. A socket wrench and rip 
fence are included in the metal 


fitted carry case retailing for 
$39.50. Ram Tool Corp., Dept. HA, 
411 N. Claremont 
12, Til. 


Ave., Chicago 


Item 21 


Paper and foil dispenser 

Busy homemakers. will want 
Mirro’s 3-way dispenser for alumi- 
num foil, wax paper and paper 
toweling. The dispenser has pat- 
terned metal cabinet of copper-tone 
Alumilite with black anodic finish 
on back and sides. It holds stan- 
dard size foil and wax paper rolls 
and an extra large paper toweling 
roll. Rolls insert easily and tear 


evenly from the 814% x 514 x 13 in. 
dispenser retailing for $5.95. Mirro 
Aluminum Co., Dept. HA, Mani- 
towoc, Wis. 


WANT MORE DETAILS ON THESE ITEMS? JUST CIRCLE 


Item 22 
Heavily padded oven mitts 

This line of serviceable oven 
mitts comes in six designs. Each 
pair of Parvin’s Mitt-Wits in pack- 
aged in a clear two-pocket poly- 
ethylene bag with colorful header. 
Mitts are fast color, guaranteed 
washable and heavily padded. Pot- 
holder, kitchen towels and hostess 
aprons are available in matching 


designs. The mitts retail for $1 per 
pair. Parvin Mfg. Co., Dept. HA, 
1149 S. San Pedro St., Los An- 
geles 15, Calif. 


Item 23 
Miniature alarm clocks 

This General Electric-Telechron 
miniature alarm clock is available 








in standard dial, luminous and il- 
luminated dial models. The _ il- 
luminated model, Cue-ette, 75261-K 
(shown), has a bulb-lighted dial. 
Comes in an antique white case 
with white dial and sells for $6.98. 
Other new models of alarm and 
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wall clocks retail from $4.98 to 
$29.95. Clock & Timer Dept., Small 
Appliance Div., General Electric 
Co., Dept. HA, Ashland, Mass. 


Item 24 
High fidelity speaker unit 


High fidelity enthusiasts will be 
attracted to this waterproof HiFi 


speaker that adapts to radio, tele- 
high fidelity units and 
can be used indoors or outdoors. It 
can stand or be hung, comes with 
20 ft lead-in wire and 20 ft exten- 
sion speaker wire. The unit sells 
for $6.95 and comes in black or 
turquoise individually boxed six to 
a carton. Sound Piper Co., Dept. 
HA, 19055 Westlake Rd.. Cleveland 
16, Ohio. 


vision or 


Item 25 
¥g in. electric drill unit 

Here’s a lightweight *¢ in. port- 
able electric drill, Model 748-C, 
that has a %, in. capacity in steel 


and %4 in. in hardwood. The drill 
features streamlined housing, a 
series 2.6 amp 1,000 rpm motor, 
double reduction steel gears and 
bronze bearings. It has a lock-type 
instant release trigger switch, 6-ft 
cord and auxiliary handle. Retails 
for $26.95. Portable Electric Tools, 
Dept. HA, 320 W. 83rd St., Chicago 
20, Ill. 


Item 26 


Assortment of spray paints 


A metal sign on the No. HS-600 
[IIbronze Hamm-R-Spray merchan- 
dising assortment duplicates the 
paint’s effect. Handout color cards 
and circulars are attached to the 
side of the rack that holds 24 as- 
sorted 16 oz cans. Four cans each 
of gold, silver, copper, red, green 


and blue are included. Display and 
sales aids are free with purchase 
of the assortment. IJllinois Bronze 
Powder Co., Dept. HA, 2023 S. 
Clark St., Chicago, Ill. 


Item 27 


Expanded vacuum ware line 
These Pour-Easy vacuum ware 
items have been added to Univer- 
sal’s 1959 line that includes vacuum 
bottles, wide-mouth food jars, out- 
ing sets and workmen’s lunch kits. 
The vacuum bottles shown are in 
charcoal with gold and white mesh 
design. They have odorless Kleen- 
Seal stoppers of double-walled poly- 
ethylene. Dripless spouts, bottom 


opening for easy filler replacement 
and shock absorber mounting are 
features of the bottles. Food jars 
and vacuum bottles come in pint, 
10 oz and quart sizes and each 
item retails for $2.09 to $3.45. 
Landers, Frary & Clark, Dept. \1A, 
New Britain, Conn. 


Item 28 
Portable home hair dryer 

Your women customers will be 
traffic for GE’s quiet-running home 
hair dryer with a powerful blower 
and an adjustable, hand-washable 
pink and ivory bonnet. Model HD-1 
will be available in September for 
$29.95. The dryer has three heat 
settings and one cool setting. It 
comes with an adjustable vinyl belt 


R77 . 
we 


BI 


for carrying like a shoulder bag or 
strapping to the waist. Housewares 
and Radio Receiver Div., General 
Electric Co., Dept. HA, 1285 Bos- 
ton Ave., Bridgeport, Conn. 


Item 29 

Christmas tape displays 

1959 Christmas tape 
merchandiser No. 5824 is a two- 
tray unit that offers you a 40 per- 
cent profit. It contains forty-eight 
25¢ rolls of cellophane tape and 
forty-eight 25¢ rolls of Christmas 


LePage’s 
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tape for decorative wrapping. The 
removable upper tray holds 24 rolls 
of each kind of tape and the lower 
tray holds the remainder. Two ad- 
ditional counter displays that hold 
only Christmas tape are available 


for '» and % in. tape widths. Le- 
Page's, Inc., Dept. HA, Metuch- 
en, N. J. 
Item 30 


Low-priced fiber glass pole 

This new low-priced Outrigger 
Pole has been added to the Allan 
Marine line. The pole is 14 ft long 
and is made of fiber glass. The 
ebony black Pole is constructed in 
two sections connected by a 114 
in. ferrule. A hollow base provides 
lightness and ease of handling. 
Allan Marine Inc., Dept. HA, 300 
Duffy Ave., Hicksville, N. Y. 


Item 31 
Swing chain package kit 


You can sell this Acco swing 
chain kit to customers who want to 
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build new swings or repair old 
ones. These kits contain two zinc- 
plated No. 1/0 Double Loop (Ten- 
so) Chains, each 10 ft long, four 
“S” hooks and two nylon bearing 
hangers. The kit is packaged in a 
plastic bag. American Chain & 
Cable Co., Dept. HA, 929 Connecti- 
cut Ave., Bridgeport 2, Conn. 


Item 32 
Non-sparking safety wrench 


Non - sparking beryllium - copper 
jaws are featured on Schick’s light- 
safety 


weight aluminum pipe 





wrench. Meets MIL-W-19762 for 
safety. Standard models have in- 
sert steel jaws that are replaceable. 
All models meet heavy duty re- 
quirements and have a_ tension 
spring between the jaw head and 
handle. Available in 10, 14, 18, 24, 
36 and 48 in. long sizes with jaw 
capacities of 144, 2, 2%, 3, 4% and 
6 in. Schick Products, Inc., Dept. 
HA, Box 867, Belmont, Calif. 


Item 33 
Dirt-proof screw anchors 


A tough, red fiber disc prevents 
dirt from accumulating in the 
threads of these new Diamond ma- 
chine screw anchors. The thin disc, 
inserted at the bottom of each calk- 
ing anchor, also provides quick 
identification of the bottom end for 
correct installation. I[t pushes out 
when the screw is inserted. Called 
Red Seal, the anchors are for light 





loads, fragile masonry and light 
vibration conditions. They come in 
14 in x 20 size. Other sizes avail- 
able soon. Diamond Expansion Bolt 
Co., Dept. HA, Garwood, N. J. 


Item 34 
Wall-cleaning applicator 

Here’s a wall-cleaning applicator 
that is useful for painted surfaces, 
carpeting and upholstery. The 
Swirlaway applicator has a disc 
that holds a circular sponge and 
brushes, a hollow plastic handle 
and an over-the-shoulder tank. The 
applicator, which holds 8 fluid oz, 
can be used without the 64 oz ca- 
pacity tank for cleaning smaller 
surfaces. It sells for $6.95 with 





an 8 oz supply of Easy Glamur. 
I’. R. Wagner Mfg. Co., Dept. HA, 


4611 N. 32nd St., Milwaukee 9, 

Wis. 

Item 35 

Eight leakproof markers 
Flashdry Inkmarkers don’t dry 


when left uncapped and with their 
Spring - Wick Valve Action are 
ready for use in office, home or 
school. These leakproof markers 
come in eight colors and have re- 
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With this combination 
you’ve really got it made! 


EW UNIVERSAL 
ab-L-Top Chopper- 












alad Maker 


ONE base... TWO heads... 
3 cutters, 5 cones included 


Good news for every housewife, good 


news for you! The new UNIVERSAL 


Tab-L-Top Chopper-Salad Maker has a 
thousand kitchen uses. Priced right, it’s 
a sales natural—and a profit-builder for 
you! Get ALL the facts today from your 


UNIVERSAL Distributor. 
NOTE: You can sell the Tab-L-Top 


three ways. Salad Maker with 5 cones 
(No. 1602) $12.95 retail. Food chopper 
with three cutters ( No. 1603) $9.95 retail. 
But the big sales are in the Combination 
(No. 1601), only $19.95 retail! 


NEW UNIVERSAL 
2-IN-I COMBINATION «ciors « 


GRINDS © SLICES © GRATES © FLAKES © SHREDS © CHIPS @ 
RICES © CRUSHES © CRUMBLES — and makes money! 





LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 


COMPLETE COMBINATION | 
ONLY $19.95 RETAIE 





Stringer 
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HEADS EASILY CHANGED 


Switch from chopper to salad 
maker (or vice versa) in an in- 
stant. Interchangeable heads are 
stain-resistant cast aluminum. Base 
is gleaming white enamel. 


HANDLE SNAPS ON, OFF 


Another convenience feature that 
means simpler operation (and 
easier cleaning). Handle is extra- 
long for extra-easy turning. 


OVER-SIZE SUCTION CUP 


Holds base securely to work sur- 
face. Has chrome lever -lift for 
easy release. The 4” sq. base saves 

counter and storage space. 





Shredder pl Grater 
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placeable tips. Flashdry Inkmark- 
ers are 69¢ and come individually 
carded (shown) and in 4-color sets, 
8-color sets and 24 bottle counter 
displays. Flash Mfg. Co., Dept. 
HA, 169 Murray St., Newark 5, 
a 2 


Item 36 
Twin steel wool floor pads 


This polyethylene bag is_ hole- 
punched for easy display of a pair 
of American’s steel wool pads for 





twin brush electric floor machines. 
These pads are useful in waxing 
floors. American packs 12 pack- 
ages of any one style, in a shipping 
carton. Retail price is $1 per pack- 
age. American Steel Wool Mfa. 
Co., Dept. HA, 42-24 Orchard St.., 
Long Island City 1, N. Y. 


Item 37 

Polystyrene door knocker 
Ru-Son’s American Eagle door 

knocker is made of jet black poly- 

styrene and has brass contact sur- 
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faces. It has a wrought iron look 
that fits all decors. A name plate 
holder is provided on these knock- 
ers that are handy for interior or 





exterior use. They are gift-boxed 
and sell for $1. Ru-Son Products 
Co., Div. of J. Rubenstein & Sons, 
Dept. HA, 278 Johnston Ave., Jer- 
sey City, N. J. 


Item 38 
Melamine dinnerware line 
Oneida melamine dinnerware will 
be available to your customers this 
fall in seven patterns. Five pat- 
terns are in the Oneida Premier 
line. Two patterns are in the 
Oneida line, a budget line. Oneida 
melamine patterns are molded in 
clean colors on smooth translucent 
white. Flat pieces have edges re- 
inforced from below. to prevent 
chipping. Cups are medium weight, 
with top rolled in slightly to in- 
crease durability and minimize 
cooling, and handles designed for a 





slip-proof grip. Oneida dinnerware 
comes in sets, also open stock. 
Oneida Silversmiths, Dept. HA, 
Oneida, N. Y. 


Item 39 
Line of carbide abrasives 


Do-it-yourself fans and profes- 
sional carpenters will be traffic for 
Deluxe’s Karbide King line of car- 
bide abrasives. The line includes 
hand sanders, sanding sheets, discs, 
wheels, rim cutting wheels and flat 
and half round files. The hand 
sander comes in medium and fine 
grits for $1.75. The sanding sheets 
for electric hand sanders are avail- 
able in fine, medium and coarse 





grits in 2°, x 6 in. and 3°. x 7 In. 
for $1.49 and $1.69. Deluxe Saw 
and Tool Co., Dept. HA, 500 E. 
Main St., Louisville 2, Ky. 


Item 40 
Dispenser for plastic rolls 

You can sell two widths of Warp’s 
Plast-O-Pane, a transparent plastic 
for storm doors and windows, from 
this counter merchandiser. It holds 
one roll of 36 in. wide material 100 
vd long and one roll of 72 in. mate- 
rial 50 yd long. This heavy gauge 
polyethylene material retails for 
18¢ per sq yd. Warp Bros., Dept. 
HA, 1100 N. Cicero Ave., Chicago 
51, Ill. 


Item 41 
16 qt leakproof diaper pail 

New mothers will welcome the 
sanitary, odorless features of 
Lustro-Ware’s 16 qt polyethylene 
diaper pail. This rectangular unit, 
10 x 11°, x 14 in. has a built-in 
deodorant compartment. The lid 





Sx 
Ti 


come | z “a)\ - - cei) PA | | 


hai 


| 


How big a peg do you have to hang your sales story on 


Regardless of the features .. . if they both have the 
same engine on top—youre in trouble! 


For the CLINTALLOY is the world’s finest air- 
ive darn hard to convince a prospect that one cooled gasoline engine- produced by a revolution- 
mower is worth $50 more than another—i/ they ary. patented shell molding process. Manufactured 
You know it... from nickel-impregnated iron—it’s by far more 


both have the same engine on top! : , , 
durable. Its one piece cast iron cylinder block has 


we know it. And that’s why we reserved the revolu- ' . | 
tionary CLINTALLOY Engine for top quality mow- tremendous reciprocating-force absorption capacity 
ers exclusively. Cut-price, low quality mowers just to cul vibration to vard that of comparable gasoline 
comtt teewe i. | engines. The Clinton CLINTALLOY gives longer 

life because of lower bearing pressure and reduced 
The Clinton CLINTALLOY gives you an exclusive piston travel. No other engine, in its power range. 
selling feature. It is the one big difference the pros- can match it—and it is reserved exclusively for 
pect can see .. . understand . . . put his finger on. quality mowers. 


And it's the one big difference you can hane your _— i ; 

worth-more sales story on! | a Hang your sales story on CLINTALLOY—the in- 
dustry s finest . . . a better engine to match your 
better mower . . . the one tangible point of superi- 
ority your prospects can see at a glance! 


ENGINES CLINTON ENGINES CORPORATION 
a%, & World's Largest Manufacturers of the Most Complete Line of Air-Cooled Gasoline Engines 


Dept. C-4, Maquoketa, lowa 


Want more facts? Circle 112 p. 35 
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Want more details? Just circle item number on p. 35 





fits snugly over box-flange rim and 
has a large serrated knob. This 
unit comes in pink, yellow, blue or 
white and sells for $3.49. Columbus 
Plastics Products, Dept. HA, Co- 
lumbus, Ohio. 


Item 42 
Odorless resin adhesive 

Here’s an odorless, cream-colored 
aliphatic resin adhesive called Tite- 
bond. It is useful for gluing wood, 
leather, imitation leather, paper, 
cloth and certain rubber products. 
This heavy-duty glue is available 
in 2 oz, 4 oz, 8 oz and 16 oz plastic 





squeeze bottles and quart and gal- 
lon jars. Retail value of the as- 
sortment in the merchandiser 
shown is $42.95. Franklin Glue Co., 


Dept. HA, Columbus 15, Ohio. 


Item 43 

Clip-on pocket magnet 
Do-it-yourself fans will be cus- 

tomers for this mechanic’s in- 

sulated pocket magnet that finds 
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and retrieves nuts, bolts and other 
small metal objects. The new tool, 
called the No. 9 Magimmick, is 
made of insulating polypropyplene. 
It features a powerful Alnico V 
magnet with chromium-plated end. 
It is unaffected by oil or gasoline 





and has a pocket clip. List price is 
$1. Ullman Devices Corp., Dept. 
HA, Ridgefield, Conn. 


Item 44 
Polyethylene duck decoy 


Hunters will be traffic for this 
polyethylene decoy called the No. 
95 Victor Majestic Long-Life mod- 
el. This life-size, self - inflating 
model is shot resistant and resists 
temperature extremes. These light- 
weight decoys are finished in natu- 
ral, non-glare colors and _ have 
anchor line ties. Mallard, black 
duck and pintail species are avail- 





able packed six per carton. Priced 
at $24.95 per doz. Animal Trap Co. 
of America, Dept. HA, Lititz, Pa. 


Item 45 


Adjustable leakless nozzle 


Sherman’s Jet nozzle features 
advanced design and styling. It 





adjusts from full stream to fine 
mist and has positive shut-off. An 
O-Ring Seal eliminates leaks. 
Comes packaged on new Vu-Pac 
card for rack or counter and in 
cartons of 12. Nozzles retail for 
$1.10. H. B. Sherman Mfg. Co., 
Dept. HA, Battle Creek, Mich. 


Item 46 
Edger for walks, patios 

This lawn edger slices a clean 
“V” of turf from the edges of 
walks, drives or patios as it guides 


against the edge and top of the pav- 
ing. The depth of cut is adjustable. 
The Tru Blu edger works quickly 
and evenly. It has no moving parts. 
Retail price is $3.49. Wood Shovel 
& Tool Co., Dept. HA, Piqua, Ohio. 


Item 47 
Fish lure counter display 

This colorful counter display box 
will help you sell more A-Lure 


floating fish lures. It is packed with 
24 Keel-fish lures in 12 colors and 





SELL HARDWARE? | 
Alcoa Tells America... Buy 


"EASY-WORKING 
HARD-WEARING 
ALUMINUM HARDWARE!” 


*Another Alcoa ‘“Market-Maker’’ Promotion — September and October 


Millions will see it . . . millions more will hear it... 
Alcoa’s message to America: ““‘Buy Easy-Working, Hard- 
Wearing Aluminum Hardware!”’ 


On Alcoa Theatre (NBC-TV Network, alternate Mon- 
days, 9:30 p.m. EDT). . . two hard-hitting commer- 
cials, going home to 25,000,000 viewers with aluminum’s 
durable, lightweight story. 


On Alcoa Presents (ABC-TV Network, every Tuesday, 
10:00 p.m. EDT) . . . six more hardware commercials, 
presented on one of the nation’s most dramatic tele- 


vision series to a skyrocketing audience of more than 
23,000,000. 


On Network Radio . . . reaching an estimated 3,000,000 
listeners with multiple sales messages on aluminum 
hardware. 


*“MARKET-MAKER” sym- 
bolizes Aluminum Company of 
America’s year-round sales- 
stimulating programs for manu- 
facturers and retailers of alumi- 
num products. Watch for other 
‘**Market-Maker”’ promotions of 
FURNITURE e COOKWARE 
eGIFTWARES e BOATS, MO- 
TORS AND ACCESSORIES 
e SPORTING GOODS e MA- 
JOR APPLIANCES e RESI- 
DENTIAL BUILDING 
PRODUCTS 


Make it pay . . . send for free display! 


Tie in with Alcoa’s sales-making theme: “BUY 
EASY-WORKING, HARD-WEARING ALUMI- 
NUM HARDWARE!”’ ... feature it in your own ad- 


vertising and promotions . . . and send for your /ree 
8 OUT OF 10 BUYERS 


display kit today! 
Your 
Guide 
KNOW THIS LABEL... * ALCOA ©. to the 


IT’S THE BRAND BEHIND ALUMINUM Best in 
THE BRANDS THEY BUY rts Aluminum 


Value 





If you are a retailer, ask your suppliers of aluminum hard- 
ware to affix Alcoa labels to their merchandise at the factory. 


If you are a manufacturer, write us or contact your nearest 
Alcoa sales office for details on the simple agreement that 
entitles you to full labeling privileges. 


Aluminum Company of America 
1605-U Alcoa Building 
Pittsburgh 19, Pa. 


Send me your Free Kit of Display Material, featuring hardware made 
of aluminum for use in my store during September-—October. 


Store Name— 
Address- 
City 
Ordered by 





————-—------- 
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designs and three hook sizes. The 
hooks can be changed without 
changing the action. A metal keel 
in the hollow body keeps the !x, oz 
lure upright and it won’t twist the 
line. Retail price is $1.25 each. A- 
Lure Inc., Dept. HA, 118 N. EB. 24th 
Ave., Portland 12, Ore. 


Item 48 

Repair items merchandiser 
Here’s a perforated panel mer- 

chandiser that displays more than 

36 Duro-Plastic home repair prod- 

ucts. The display rack contains 

eight pegs to promote the full line 


phovects 


of products. Items come on a Show 
Pak card. Woodhill Chemical Co., 
Dept. HA, 1390 E. 34th St., Cleve- 
land 14, Ohio. 


Item 49 
Children's spring horses 

The Wonder Boy spring play 
horse, shown, is the largest of 
three new models. It has a 26% 
in. saddle height and is molded in 
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Palomino-color soft vinyl. The 
Western type saddle has a hand- 
crafted leather look. This model’s 
copperbase and Magic-Spring ac- 
tion is also featured in the Wonder 
Flyer. The Wonder Pastel Nursery 


Pony is dappled pastel and has a 
pink saddle and accessories. Won- 
der Products Co., Dept. HA, Col- 
herville, Tenn. 


Item 50 
Envelope for small items 

You can use this 3 x 5 in. heavy 
envelope for screws, nails, glazier’s 
points and brads sold loose. These 
free envelopes have a Press-Sure 
flap seal and an _ illustrated 
message urging the replacement of 
broken windows with LOF quality 
window glass. Libbey-Owens-Ford 
Glass Co., Dept. HA, 608 Madison 
Ave., Toledo 3, Ohio. 


Item 51 
Electric bench grinder 

Thor’s 714 lb No. 118 electric 
Bench SpeedGrinder for home, 
farm or priced at 
$19.95. It will sharpen tools, sand, 
polish and wire-brush. This model 
has adjustable tool rests, built-in 
front water cooling tray, a parts 
tray cast in the top, rear dust ex- 
haust and eye shields. The cast 
aluminum grinder has rubber feet. 
two 4'% x ‘'% in. wheels, a 40 grit 
and 70 grit. Its AC motor with 
self-aligning, oilless bearings pro- 


shop use is 


vides up to 3,450 rpm. Speedway 
Div., Thor Power Tool Co., Dept. 
HA, 1421 Barnsdale Rd., LaGrange 
Park, Ill. 


Item 52 
Stove bolts, wood screws 

Two types of stove bolts and 
three types of wood screws have 
been added to the Snell-Jones line 
of self-service packaged items. 
Zinc-plated flat or round head and 
brass flat head wood screws plus 
round and flat head stove bolts are 


| PRESTO 


available in popular sizes. All are 
packaged in transparent plastic 
tubes with faceted color-coded tops. 
Retail price is 10¢ per tube. Svell- 
Jones Tacks, Inc., Dept. HA, Flat- 
iron Bldg., New York 10, N. Y. 


Item 53 
Metal housewares pattern 


Country Garden, a multi-color 
vegetable pattern, has been added 
to the Decoware metal housewares 
line. The pattern is lithographed 
on a white background with red 
trim. These items are available: 
4 pe canister set, $1.19; open top 
bread box, $1.79; step-on can, 
$1.79; oblong tray, 69¢; 28 qt 
wastebasket, $1.49; 12 qt waste- 





Now P:C guarantees... 


increased sales 
more profits 
quality tools 





In order to help you make more sales and 
more money P & C has developed an amaz- 
ing, new “Protected Profit Plan.’ This is a 
plan that goes to work for you immediately. 
It is the result of years of experience and 
research in thousands of stores across the 
nation. With this plan P & C guarantees you 
more tool sales ...P & C guarantees you 
more profit with any P & C self-selling tool 
merchandiser, or your money back... in 
addition P & C solves your pricing problems 
and is backing up every dealer with a big 
national advertising campaign. Plan right 
now to cash-in on P & C’s guaranteed sales 
and profit. 





__ What you get with P«C’s 


PROTECTED 
PROFIT PLAN 


 g (,uaranteed Tool Sales and Profits. 











2. Pre-Pricing of all Tools. 





3, sig National Advertising Campaign. 
(This includes Saturday Evening Post, Pop- 
, ular Mechanics, Popular Science and other 
~ magazines). A combined monthly readership 
of 34,784,382 


Get the complete story of P&C’s 
guaranteed sales by contacting your 
wholesaler or writing direct to 
P & C Tool Co. 
More than 14,000 retailers all across the nation are making 
more profits every day from their P & C Merchandiser. ® 
The P & C Merchandiser is attractive, convenient and 
complete. It is a prime attention-getter in any store, cre- TOOL COMPANY 
ates interests, lets the customer examine the tools and 
greatly increases impulse buying. In addition to the R-150 eeenmane o ee 
. —e @ ’ —m arn : sle > ery ro. & 
a ce ea there are other models to meet every re Box 5926, Portland 22, Oregon a 
Warehouse: Schiller Park, Ill. 
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basket, 79¢; dust pan, 59¢, and 
cake cover and tray, $1.19. Deco- 
ware, Continental Can Co., Dept. 
HA, 530 Fifth Ave., New York 36, 
N.Y. 


Item 54 

Display carton for pumps 
Olympian Ejecto pumps are now 

packaged in a self-contained dis- 

play unit shipping carton with four 


set-ups. You can set up a display 
without removing the pump from 
the carton. The white inner liner 
of the carton is scored to be folded 
and used as a base for the displays. 
Fk’. E. Meyers & Bro. Co., Dept. HA, 
Ashland, Ohio. 


Item 55 


Scissor-type shrub shear 
Stanley Tools’ contoured scissor- 
type shrub shear (HS 50) gathers 
in branches and allows for wider 
bite. An off-center pivot gives a 
slicing action to the blades. The 
contour of the oval section on the 
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oval-to-round handles fits the shape 
of a closed hand. The angle at the 
throat rolls single larger branches 


into a special notch for easy cut- 
ting. Retails for $5.50. Stanley 
Tools Div., Stanley Works, Dept. 
HA, 111 Elm St., New 


Conn. 


Britain, 


Item 56 


Glass door closer display 
Shelby’s Reel sliding glass door 
closer is available in an attractive 
counter display box. This display 
holds 10 individually packed closers. 
The closer will work with all plate 


and crystal glass doors up to 4 ft 
wide and 6 ft 8 in. high. Shelby 
Spring Hinge Co., Dept. HA, Shel- 
by, Ohio. 


Item 57 

Planter with plastic pot 
Homemakers who want decora- 

tive planters will buy Artistic’s 

Lantern planter. This _ planter 

comes with a hanging bracket and 


a 41% in. Lustre-Brite brass-plated 
pot. The No. 314-B planter can 
also be used as a table centerpiece. 
It is 13% in. high and 10% in. 
Comes in packages of six 
and retails for $2.49 each. Artistic 
Wire Products Co., Dept. HA, East 
Hampton, Conn. 


across. 


Item 58 
Two vegetable bin sets 

Pink and turquoise vegetable 
bins have been added to Republic’s 
line which includes copper, yellow 


and white bins. The new bins have 
matching top trays for storing 
cleaning supplies or additional 
fruits. The home bin set retails 
for $8.76 and the apartment bin 
size for $6.35. Republic Molding 
Corp., Dept. HA, 6465 N. Avondale 
Ave., Chicago 31, Ill. 


Item 59 
Portable electric heater 


This 110 volt portable heater has 
been added to the Martin line. The 
unit provides instant heat from a 
long-life nichrome-wound ceramic 
core, guaranteed for five years 
against burnout. The Hotshot has 
a safety-tilt switch to cut the unit 
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‘“We’re getting 5 to 6 more miles per gallon 
with Chevy—that’s money in the bank!”’ 





—W. L. HOLMES, ‘We think our new Chevy 3104 model is terrific. We got it only two and half 

months ago and already we can note substantial savings in operation. Why, 

SAN JOSE HARDWARE CO., in gasoline alone we are getting five to six more miles per gallon with top 
SAN JOSE, CALIFORNIA payload, and in our book that’s money in the bank. 

“Our pickup is on the go most of the day with hurry-up delivery jobs. To 
have the truck ready to go on a moment’s notice is mighty important and 
we’ ve found Chevy dependable in every way.” 

Chevy, you'll find, is winning a lot of new boosters among hardware men 
for a number of good reasons. Reasons like money-saving power, for instance. 
Chevrolet for ’59 offers newly improved valve-in-head 6’s that nurse a 
gallon of gas like nothing in trucks has before. Or big V8’s for every Series 
with the shortest stroke design—the best saving design—in the 
field. And for the toughness that leads to low maintenance, Chevrolet’s 
advanced chassis components are specially designed for the capacity to 
out-muscle the roughest kind of runs. For the latest in low-cost hauling 
equipment, see your Chevrolet dealer! . . . Chevrolet Division of General 
Motors, Detroit 2, Michigan. 


No job’s too tough for a Chevrolet truck! 


Want more facts? Circle 115 p. 35 
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SOS bE Eres. 
off if it is upset. A small fan steps 
up circulation and pressurizes the 
casing to reduce surface tempera- 
tures. The thermostatically - con- 
trolled unit has a rated capacity 
of 1320 watts. Electric Heater 
Div., Martin Stamping and Stove 
Co., Dept. HA, Huntsville, Ala. 


Item 60 

Screen, storm door closer 
Here’s a popularly-priced screen 

and storm door closer with a by- 


oy 


= 
Se 


4 


~~, 


may 
“¢ 


pass valve for positive latching. 
Model 502 Yale & Towne Weather- 
check closer is easy to install, re- 
versible, provides 105 deg opening 
and has a hold-open washer. The 
rustproof mainspring and shock ab- 
sorber are concealed in the closer’s 
cylinder and a neoprene ring and 
oil-impregnated internal washer 
provide lifetime lubrication. The 
heavy gauge steel closer sells for 
$2.50. Lock and Hardware Div., 
Yale & Towne Mfg. Co., Dept. HA, 
Chrysler Building, New York 17, 
Fe fs 
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Item 61 
Metal rack for 12 scales 

Only 4 sq ft of floor space is 
needed for Borg-Erickson’s metal 
rack which displays 12 scales. Four 
scales are placed on each of three 
revolving tiers. The top unit is a 
special order department of 10 
catalog cards which shows 58 mod- 
el-and-color combinations. The $35 
display is free with the purchase of 


the No. 2000 assortment of 18 dif- 
ferent scales for $123.42. Borg- 
Brickson Corp., Dept. HA, 1133 N. 
Kilbourn Ave., Chicago 51, Ill. 


Item 62 
Alarm clock merchandiser 


You can promote sales of West- 
clox’s new Travette alarm clock 
with this counter-top display. The 
merchandiser is free with a six- 
clock Travette assortment. Your 
price for the assortment (two each 
in red, brown and tan) is $29.16. 
The 9%4 in. x 15%4 in. merchandis- 
er promotes this model as a going- 


away gift. This traveling alarm 


WESTCLOx 


TRAVeTTe *~A-F 


features a genuine leather case, 
iuminous hands and dial, gold-color 
numerals and retails for $6.95. 
Westclox Div., General Time Corp., 
Dept. HA, La Salle-Peru, Ill. 


Item 63 
Speed drill set in stand 


Pluto’s 29-piece imported alloy 
speed drill set (No. T-29S) includes 


sizes from 1/16 to ™% in. It comes 
with a metal stand with slots for 
wall mounting. The stand is 3!'x, x 
61. x 1%, in. and is individually 
boxed. Pluto Import Co., Dept. HA, 
156 Chambers St., New York, 
N. Y. 


Item 64 
Garment rack display card 
This display card, die-cut as a 


frilly blouse, hangs from Ajax’s 


SAve 
"ANG Pity 
te HED... 
Ovr-Dor garment hanger attached 
to a perforated panel with a metal 
holder. About 2 in. x 4 in. of space 
is needed to mount the hanger. 
Card and holder are available free. 
These hangers retail from 49¢ to 
$1.29 for style shown. E. J. Ajax 
& Sons, Inc., Dept. HA, 92 43rd 
Ave., N. E., Minneapolis 21, Minn. 


Turn to p. 54 for new cost saving 
store and warehouse 





equipment 





see tomorrow’s products 
at the 14th annual 


NATIONAL 
HARDWARE 
SHOW 


including the 


LAWN. GARDEN « OUTDOOR 
LIVING DIVISION 


It's the show buyers know as the most 
complete and diversified trade show in 
America. More than 40,000 attend annu- 
ally to learn what's new in hardware, 


housewares and allied items .. . lawn, E Sip. 28 th mt 


garden and outdoor living products. o 
COLI EU 


_ NEW YORK 


This year over 1,000 manufacturers will 
unveil tomorrow's products, packages, pro- 
motions and profit-offerings. So plan today 
to attend. Fill out and mail the coupon for 
your free badge of admission. 





STATE 


(Please Print) 
STREET 
Please check below the classification of your business. 


T NATIONAL HARDWARE SHOW 
] Suite 1103, 331 Madison Ave., New York 17, N.Y. 
| Please check below if you wish us to make hotel reservations for you. 
i 
1 NAME TITLE 
| FIRM 
I 

at fhe a in NEW YORK CITY CITY 

SEPT. 28 - OCT. 2 | TYPE OF BUSINESS 

a | Wholesaler | | Retailer | | Dept. & Chain Store Buyer 
| Importer-Exporter Mfgrs’ Agent Manufacturer |_| Other 


please fill out coupon and mail 7, 


' NATIONAL HARDWARE SHOW | Please send us your note! reservation blank. ; 
Suite 1103, 331 Madison Ave., New York 17, N.Y. 4 Minors under 18 yrs. of age will not be admitted under any circumstances. 


ae Ge Ge Gee oe eee eee oe ee ee ee ee ee ee ee ee ee es es es oe oe 
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BUYING CHECK LIST 


Cost Saving Equipment For Store And Warehouse 


Keep posted on this new cost saving equipment for store 
and warehouse. For more details circle number, p. 35 


Item 79 


Cash-charge posting register 


This Sweda 76 cash and charge 
posting register gives you machine 
accounting and sales analysis at 


minimum cost. The customer gets a 
machine-posted, itemized receipt 
for a cash, charge or received-on- 
account transaction. All customer’s 
statement and accounts receivable 
are also posted. A daily balance 
form is provided for full control. 
Receipts show price on each item, 
tax, departments, transaction, date 
and consecutive number. Sweda 
Cash Register, Inc., 7313 N. Har- 
lem Ave., Chicago 48, Ill. 


Item 80 


Form speeds letter writing 


This form, called Kwik Letter, 
speeds and simplifies letter writing 
for dealers. There is a space for 
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address, sender’s message and also 
for a reply. A large area is pro- 
vided at the top for store name, 
which is printed on order. Kwik 
Letter is an 8 x 7% in. snapout 
form that makes two carbons and 
has its own carbon paper. Also use- 
ful for overdue bill reminders and 
promotional ideas, and brings fast 
response. Automatic Salesbook Co., 
Dept. HA, Willimantic, Conn. 


Item 81 


Redesigned manual tabulator 


Here is a redesigned model of 
the Multiple-Tally manual tabula- 
tor. The new machine is all-metal 
and more compact. It handles pay- 
rolls and, when assembled in num- 
bers of counting units, does any 
sort and count job, such as inven- 
tory taking. Saves time and cleri- 


cal effort in analyzing and sum- 
marizing sales data. This model 
features interchangeable unit 
mechanisms, light operating touch 
and short stroke to register count. 
Denominator Co., Inc., Dept. HA, 
261 Broadway, New York 7, N. Y. 


Item 82 


Front action paint mixer 


Front action adjustments have 
been added to the Miller paint 
mixer. These new models have 
clamp screws for holding cans in 


the cradles on the unit’s front. Vi- 
bration-free Float-A-Coil mount- 
ing prevents the portable mixer 
from creeping or moving. Available 
in single and dual models which 
adjust to containers from 4 pt 
to 1 gal, round or square, glass or 
tin. Has a ¥% hp motor. Miller 
Mfg. Co., Dept. HA, 9424-45 Sey- 
mour St., Schiller Park, Ill. 


Item 83 


Automatic circular saw filer 


You can go into the saw filing 
business with this Foley, model 
200, automatic saw filer. The ma- 
chine will sharpen combination (rip 
and crosscut) circular saws; also 
crosscut circular saws, band saws 


and all types of hand saws. The ma- 
chine’s feed mechanism will adjust 
to work as fine as 16 pts per inch. 
A quick action cone and cup for 
fast set-up of circular saws is a 
feature of the unit which uses 
standard 3-cornered files. Foley 
Mfq. Co., Dept. HA, Minneapolis 
18, Minn. 


Item 84 


Wall section display catalog 

This 28-page catalog presents the 
entire Reflector Hardware line of 
floor-to-ceiling structural merchan- 
dising systems. Illustrations show 
how to convert unprofitabie floor 
into mobile merchandising 
wall sections and free standing dis- 
plays. Five systems are available 
for light duty display as well as 
medium and heavy duty merchan- 
dising. These Wallmaster systems 
also serve as perimeter stock rooms, 
Reflector Hardware Corp., Dept. 
HA, 1400 N. 25th Ave., Melrose 
Park, Ill. 
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PHONE AL 06-2661 





, a TitEHEGTS mousreus 


PWALESEROOFING “MANUFACTURERS AND ENGINEERS 4 


207 NORTH SECOND STREET 





April 21, 1959 


Mr. Albert L. Spiegel 
District Manager 
Aluminum Company of America 





While we have many exclusive distributors and dealers set up, we still 
have some areas in which we wish to secure distribution. We feel 
TITEKOTE Colored Aluminum Paint will add sales and profit to any dealer's 
and distributor's line as well as beauty and protection to any user's 
home,» building or factory. 





Our Distributors and Dealers are reporting excellent results obtained 
by their customers, and state their sales are steadily increasing on 
TITEKOTE Colored Aluminum Paint. 


We feel TITEKOTE Colored Aluminum Paint, with its Alkyd base and Alcoa 
Aluminum Pigment, is far superior to ordinary paints or coatings. And 
too, its many uses are widely varied since TITEKOTE Colored Aluminum 


Paint nay be applied over Asphalt Shingles, Asbestos Siding, Metal or 
Masonry. 


1615 Peachtree Street, N. E. 
Atlanta 9, Georgia 


Dear Mr. Spiegel: 


We are thoroughly pleased with our amazing increase in sales due to 
the new TITEKOTE Colored Aluminum Paint made with Alcoa Pigment. 


Yours very truly, 


TITEKOTE INDUSTRIES 


AF 


ir , / 
ys . . fe A 7 
o a tedtuda 4 
Ca siete —- 4 a . he * 


Robert ©. Nichols, &. 





Riki 





When Titekote Industries added color to its famous 
aluminum paint line, three things happened, fast— 
sales shot up, dealers cashed in, and customers dis- 
covered a new standard in decorative, protective 
coatings. 
Read Mr. Nichols’ letter. These facts stand out: 
. amazing increase in sales due to the new TITE- 
KOTE Colored Aluminum Paint. . . dealers report- 
ing excellent results obtained by customers.” 

There’s more than a good product behind this per- 
formance. Notice the containers. Titekote (like most 
good brands of aluminum paint) displays the ALCOA 
label, gets an extra sales boost from one of today’s 
best-known merchandising symbols. Customers rec- 
ognize it immediately as an added sign of value. 

The Atcoa label has helped make colored alumi- 
num paint a money-maker for hundreds of dealers. 
Ask your supplier today if he has a line that carries it. 


ee 


Look for this label . . . it's your guide 
to the best in aluminum value 


PIGMENTED WITH 


ALCOA @. | 
ALUMINUM, 


aiumMinus COMmMPanY OF AnmtERI CA 


For exciting drama watch “Alcoa Presents”’ 
every Tuesday, ABC-TV, and the ‘Emmy 
Award” winning ‘Alcoa Theatre’ alternate 
Mondays, NBC-TV 


ALCOA does not make paint, but ALcoa”® Pig- 
ments are used in more aluminum paints than any 
other brand. Special formulas have been developed 
by paint manufacturers like Titekote Industries to 
solve individual problems. Paints made to these 
formulas actually cost less, last longer, give utmost 
protection against heat, cold, sun, rain, smoke and 
fumes. 

Write today for our two free booklets, Painting 
with Aluminum and Aluminum Roof Coatings Make 
Time Stand Still. Use the coupon. 


Aluminum Company of America 
1744-G Alcoa Building 
Pittsburgh 19, Pa. 


Please send your free booklets: 


[] Aluminum Roof Coatings Make Time 
Stand Still 


[] Painting With Aluminum 
Name 
Company 


Address 


Ss aeeceeaeiimnens en emenennemanaan 
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HOW TO MAKE A ROLL OF FENCE 
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Want more facts? 


BOOM 


Circle 118 p. 35 


The 
only 
fence 
lane 
that 
sells 

on sight 





How? By painting the top wire of each roll a bright, bright red. Keystone has 
been doing this for years with one thought in mind—to let everyone know the 
best fence on sight. That’s just what this special trademark does. It booms out 
RED BRAND for all to hear and see. 


You get faster turnover because your customers know all about Red Brand. 





They’ve read about this easy-to-handle fence in farm publications; they've heard 
about it over farm radio and television . . . and they’ve used it for years. Farmers 
know Red Brand lasts longer because it’s made of the finest copper-bearing wire, 
especially Galvannealed® to resist rust. 

There’s no question about Red Brand’s popularity. It’s the number one choice 
in the top six corn-producing states. Red Brand barbed wire with the Galvannealed 
red barbs and Red Top”® steel fence posts have equal wide-spread acceptance. 

Why sell less when you can sell more of the best? It will pay to stock up on 
Red Brand products today. 


KEYSTONE STEEL & WIRE COMPANY °¢ PEORIA 7, ILLINOIS 
Red Brand Fence @ Red Brand Barbed Wire @ Red Top Steel Posts @ Nails e 
Baler Wire @ Non-Climbable Fence e@ Keyline® Poultry Netting e@ Gates 


Want more facts? Circle 118 p. 35 
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How to keep track of merchandise 


moving through a warehouse 


Here is a wholesaler who has set up rules and controls so 


there is a smooth flow of merchandise in and out of storage 


Counting packages in an order of the receiving dock, 
first step to getting merchandise into warehouse. 
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“T’ll get some batteries out of the warehouse.” 

That’s a routine statement for the manager of a 
wholesale company to make. Yet, there’s more to that 
statement than is seen on first reading. How it was 
done shows the control set up in this warehouse. 
Control lets each warehouseman and office clerk know 
what his job is so he can work more efficiently. Con- 
trol also guides the flow of merchandise through the 
warehouse. 

The speaker was J. L. Samuels. Mr. Samuels is 
manager of the Wickliffe Wholesale Div., of the 
Stambaugh-Thompson Co., Youngstown, O. The occa- 
sion was the taking of photographs illustrating this 
article. The problem was a balkly flash gun on the 
camera. The usual solution: get new batteries. 

After making that statement Mr. Samuels went 
into the warehouse office. He did not go to the shelf 
aurea. Mr. Samuels went to the office to have an order 
written for batteries. That order gave the warehouse 
order filler authority to take three batteries off the 
shelf and hand them to Mr. Samuels. The warehouse 
rule is: no written order, no order filling. 

There are similar rules for handling merchandise 
throughout the warehouse. Management put the rules 
in writing. Everyone knows how to handle his job. 

Inshipments are received only at one end of the 
dock. Merchandise on the dock technically is still the 
property of the manufacturer. The receiving clerk, 
working with a checking copy of the purchase order, 
counts only the number of packages in an order. The 





Checking merchandise 
out of packages to put 


goods 
area. 


< 


storage 


> 


Checking area where 
order is inspected be- 
fore going to shipping 


oreqd. 


check is made rapidly so merchandise moves swiftly 
to the merchandise receiving area. Speed is important 
so inshipments do not remain on the receiving dock, 
tempting order fillers to cannibalize inshipments to 
get merchandise to put in an order. 

The merchandise receiving clerk checks the con- 
tents of the packages. Merchandise then goes to the 
stock area. At this point, merchandise technically 
becomes Wickliffe Wholesale Div. property, and is 
entered in the warehouse inventory records. 

The checking copy of the purchase order goes back 
to the purchasing office, to be matched with the manu- 
facturer’s invoice and scheduled on to accounts pay- 
able. 

The employee who is a receiving clerk does not 
check in merchandise to the stock area. Thus, two 
employees check inshipments before merchandise goes 
into storage. 

The stock area is restricted. The reason: to keep 
traffic at a minimum. 

The entire stock area is available to employees 
working there, and to the supervisory personnel. 
These employees may go in and out freely. 

Company officials may go into all sections of the 
stock area. Buyers may go into the areas where the 
merchandise they buy is stored. Company officials and 
buyers must register in and out of the stock area. 

All other persons who enter the stock area must 
be accompanied by a company official, or a buyer. 

A written order is required to get any merchandise 
out of the stock area. This rule applies also to the 
checking area, in case a shortage turns up. The 
checker must have a special form made out in the 
office and a separate order written for the stock area 
to pick the shorted merchandise. 

A filled order moves from the stock area to the 
checking area. The checking is done by an employee 
who is not an order filler. Thus, two employees work 
the order before it goes to the shipping area. 

The checking area is an important control point in 


Orders are rung up on cash register, to get order form 
moving to accounting department, and to get merchan- 
dise to shipping area. 


handling orders. When an order is complete, in the 
checking area, the order goes to the office for proc- 
essing. The order is extended in the office. All copies 
are brought together. The order then is rung up on a 
cash register. At this point, the merchandise techni- 
cally becomes the property of the customer. 

One copy of the order, with the cash register im- 
print, goes to the cash register drawer. This copy 
goes into the accounting routine. 

One copy of the order becomes the customer’s in- 
voice. 

One copy of the order, with the cash register im- 
print, goes back to the truck in the order checking 
area and becomes a delivery copy. 

The cash register imprint on the copy on the truck 
is authority for moving the completed order out of 
the checking area to the shipping area and on to the 
customer. @ End 
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Fair Trade Prospects Dim 
(Continued from page 32) 


that your communication was wel- 
come. The senator appreciated 
your taking the time to acquaint 
him with your views on this im- 
portant subject.” 


... Armond Palmisano of Park 
Electrical Supply & Hardware, 
Nutley, N. J. sent us copies of let- 
ters he received from Sen. Clifford 
P. Case, Rep. P. W. Rvudino, Jr., 
and Sen. H. A. Williams, Jr. 


... From Sen. William Proxmire 
came a letter to HARDWARE AGE 
acknowledging and expressing 
thanks for the material in the let- 
ter which HARDWARE AGE wrote to 
Senator Thurmond (See HA, June 
4, p. 73). A copy was sent to Sen. 
Proxmire, who is a sponsor of the 
Fair Trade Bill before the Senate. 
Sen. Proxmire had been asked what 
hardware dealers might do to as- 
sist in the passage of this Fair 
Trade Bill. In his letter he says, 
“It would be helpful if dealers 
would express their opinions to 
their own senators and representa- 
tives, furnishing, wherever  pos- 
sible, evidence and arguments from 
their own experience to support the 
need for this legislation.” 


. . . | reacted just like many other 
dealers did on reading the letter 
on Fair Trade which appeared in 
the June 4 issue of HARDWARE AGE, 
D. (2. 

I took the time to write to Sen. 
Thurmond urging him and his 
committee to act on the passage of 
a strong Fair Trade law. 

Perhaps we take for granted the 
way your magazine, and others 
like you, fight our battles. Is it 





If you want to catch up on 
what has happened previously 
in the Fair Trade fight, read 
the following articles pub- 
lished in HARDWARE AGE: 
May 7, p. 55 (contains the 
Fair Trade ballot for you to 
use); June 4, p. 72; June 18, 
p. 107; and July 2, p. 119. 
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not true that if the many who com- 
plain and do nothing, were to use 
their talents in the right direction 
there would be more than the num- 
ber needed to win a cause? 

I take off my hat in praise to 
you and your staff. May the 
triumph be ours in the not-too-dis- 
tant future. John DeFrancesco, 
Amelia Hardware Co., Amelia, 
Ohio. 


... From Rosenfield Hardware 
Co., South Norwalk, Conn., we re- 
ceived a copy of a letter written 
to the Department of Justice. 

The Justice Department has long 
been opposed to Fair Trade, and 
recently testified against the pro- 
posed Senate bill. The letter from 
Rosenfield Hardware points out the 
damage that is done to the whole 
economy by predatory price cutting 
on national brands. 


..I have already sent three 
letters to Washington, D. C., to our 
senators and congressmen ... I 
have received replies from every- 
one I wrote, with each person men- 
tioning that he would carefully 
study this law. Frank Perina, 
Little Ferry, N. J. 


.. . Your comments on Fair Trade 
have been carefully read, as well 
as the scolding which is so richly 
deserved by the complacent small 
businessman. 

However I am sure that other 
dealers have done as I have done. 
I have been in touch with Sen. 
Humphrey and others since you 
first told us in HARDWARE AGE to 
contact our congressmen. 

Some of these senators have sent 
me several booklets containing the 
arguments for and against Fair 
Trade. When you say that we have 
some strong opponents you are 
really putting it mildly. As I see it, 
the only ones who would not want 
Fair Trade are the fellows who 
might at times like to deal a little 
shady. Joseph H. Foster, Fosters, 
Magnolia, N. J. 


. . | wrote my congressmen and 
senator sometime back and asked 
them to do what they could for 
Fair Trade. It is vital to the small 
businessman. Hunder’s Hardware, 
Martinsburg, W. Va. 


Book 


for a dealer's library 





“Small Marketers Aids: Annual 
Number 1” compiles 13 Small Mar- 
keters Aids previously published 
by the Small Business Administra- 
tion. The book contains practical 
information on new and refined 
management methods that will 
improve the competitive strength 
of dealers. Some of the topics dis- 
cussed are Attracting Customers 
to Your Small Store, Basic Stock 
Control for Small Stores, Building 
Sound Credit Policies for Small 
Stores, Records Management in 
Smaller Stores, Competitive Tac- 
tics for Small Wholesalers, and Di- 
versification for Small Marketers. 
Available from the Superintendent 
of Documents, Government Print- 
ing Office, Washington 25, D. C. 
Price: 45 cents. 


“How to Convert the Military 
Rifle” is a profitable resale item 
for dealers, as well as a specialized 
product knowledge training man- 
ual. This booklet teaches that al- 
most anyone with a limited knowl- 
edge of guns can convert a mili- 
tary rifle into a neat, fast-handling 
sporter. Heavily illustrated, the 
book pictures each step in a con- 
version, and shows all accessories 
needed for military rifles, Ameri- 
can and foreign. Leading rifles 
from a dozen countries are covered. 
Dealers may buy the booklet in 
profitable resale quantities, and a 
large unprinted area on the back 
cover lets dealers imprint their 
store names. Available from Wil- 
liams Gun Sight Co., 7300 Lapeer 
Rd., Davison, Mich. Price: 50¢. 
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"He's going on TV" 





Does your store look like 


“BEFORE” o AFTER”? 






























































Does your store front suffer from com- 
parison with other ones in the neighbor- 
hood? A new or remodeled building 
located next door—or even down the 
street—could make your store look like 
the “before” in a series of “before and 
after” photos. 

A Pittsburgh Open-Vision Store 
Front can dress up your store to help 
you compete successfully for the atten- 
tion and patronage of passers-by. Its 
modern design tells people you are an 
up-to-date businessman with pride in 
the appearance of your store and your 


PAINTS - GLASS - CHEMICALS 


PITTSBURG RH 


PLATE 


neighborhood. Its open vision enables 
you to advertise and display your mer- 
chandise to potential customers. As a 
result, your prestige and profits soar. 
Pittsburgh Plate has an imposing ar- 
ray of store front products to choose 
from, and their design possibilities are 
practically unlimited. Once a store 
owner sees his new Pittsburgh Open- 
Vision Store Front, he’s glad to have it 
featured in “before and after’ photos! 
So, if you're interested, send for our 
free booklet, “Put Your Best Store 
Front Forward.” There is no obligation. 


* BRUSHES - PLASTICS - FIBER GLASS 


GLASS CONMPAN Y 


IN CANADA: CANADIAN PITTSBURGH INDUSTRIES LIMITED 


Want more facts? Circle 119 p. 35 
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Pittsburgh Plate Glass Company 
Room 9197, 632 Fort Duquesne Bivd. 
Pittsburgh 22, Pennsylvania 


Please send me a FREE copy of your store front 
booklet, “Put Your Best Store Front Forward.” 


Name 


Address 


I ep enedinameeaineninabimapaens 
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JEFFERSON 


Stocks the World's 
Largest Supply of 


SOCKET SCREW 
PRODUCTS 








Immediate Shipment! 
DISTRIBUTOR’S DISCOUNT 
Without Minimum 
Stock Requirement! 





SOCKET HEAD 
CAP SCREWS 
{ALLOY AND 

STAINLESS STEEL) 


N Ly 





Convention Calendar 




















SOCKET SET SCREWS 
{ALLOY AND 
STAINLESS STEEL) 


HEXAGON KEYS 
AND KITS 




















FLAT HEAD 
SOCKET CAP SCREWS 








BUTTON HEAD 
SOCKET CAP 
SCREWS 





AB reer 
J PDD 


\ 





Write for 
64-page Catalog today. 
Try us on your next rush order! 


JEFFERSON 


SCREW CORPORATION 
691 BROADWAY * NEW YORK 12, N. Y. 
$Pring 7-8400 

















Want more facts? Circle 120 p. 35 
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conventions 


shows 


conferences 








| 
complete listing will 


August 

2-5 Combined Wholesale Hardware 
Exhibition Dinkins- Davidson 
Hardware Co., King Hardware 
Co., Sharp-Horsey Hardware 
Co., Atlanta 

2-5 Liberty Distributors Summer 
Buying Meeting, Chicago 

2-7. Associated Fishing Tackle Mfrs., 
Trade Show, Chicago 

2-8 Moore-Handley Hardware Co. 
Inc., Fall Merchandise Mart 
Mobile 

3-4 Sporting Goods Jobbers Assn. 
annual meeting, Chicago. 

10-13 Moore-Handley Hardware Co. 
Inc., Fall Merchandise Mart 
Birmingham 

10-15 Long-Lewis Hardware Co.., 
Wholesale Trade Days, Birmina 
ham 

10-15 Wimberly & Thomas Hardware 
Co., Inc., Wholesale Trade Days 
Birmingham 

17-20 Moore-Handley Hardware Co. 
Inc., Fall Merchandise Mart 
Birmingham 

31 to Walter H. Allen Co., Stockhold- 

Sept. | ers’ Meeting and Merchan- 
dise Show, Dallas 


September 
6-9 Beck & Gregg Hardware Co. 
Fall Merchandise Show, At- 
lanta 
13-15 Midwest Hardware & WHouse- 
wares Show, Chicago 





Convention Check List 


For complete details about the conventions and shows listed below, see the 
alphabetical listing starting on p. 97, July 2 issue. The next 
be in the Aug. 13 issue. 


For complete details about conventions and shows listed above see the 
July 2 issue of Hardware Age. 





16-17 Industrial Distributors’ Forum 
Washington, D. C. 

21 Franklin Hardware and Supply 
Co., Annual Convention and 
Stockholders’ Meeting, Warring- 
ton, Pa. 

27-30 Nationa! Builders’ Hardware 
Convention, New Orleans 

27 to Annual Hardware - Houseware 

Oct. 2 Fair of the U. S., New York 

28 to National Hardware Show, New 

Oct. 2 York 


October 

4-7. American Hardware Manufac- 
turers Assn.—National Whole- 
sale Hardware Assn.—Nationa! 
Assn. of Sheet Metal Distribu- 
tors, National Convention, At- 
lantic City 

8-10 Mid-America Lawn, Garden & 
Outdoor Living Trade Show 


Chicago 

13-15 Pacific Southwest Hardware 
Assn. Convention. Anaheim 
Calif. 

20-22 M. S. Young & Co., Fall Mar- 
ket Allent wn Po. 

25-27 Hardware Wholesalers Inc.., 
Convention and Merchandise 
Show. Fort Wayne 

November 
2-12 Cotter & Co., Spring Goods 


Show, Chicago 








In-store demonstrations 
help push fishing gear 


Demonstrations are the key to 
sales of many lines of merchandise 
sold by hardware stores. In the case 
of fishing rods, there must be room 
to try their whip. 


When Blakeley Hardware & 
Sporting Goods, Benton, Ark., re- 
modeled several years ago, the firm 
built its store so that sport goods 
can be seen through a 50-ft stretch 
of visual-front windows. 

At the inner end of the side win- 
dow customers see the start of an 
open display of fish rods. The rods 
are held upright in this long unit 
which is fastened to the store’s 
floor. 


There is ample room next to the 


display to handle rods for casting 
practice. 


The fishing gear displays are also 
located fairly close to the firm’s 
outboard motor and boat displays. 
Boat customers often visit the fish- 
ing display after having selected 
boats or motors. 


Hubert Blakeley, right, uses the up- 
front area to demonstrate rod. 








You can sell plastic pipe with confidence 
when it’s made of ALATHON Super 25 


POLYETHYLENE RESIN 


You have a selling advantage when you 
give your customers the facts about plastic pipe 
made of Du Pont ALATHON Super 25... and 
you can sell with complete confidence. The 
latest test methods prove ALATHON Super 25 
makes the toughest, most trouble-free plastic 
pipe youve ever handled . . . while still offer- 
ing the desired characteristics of polyethylene 
... flexibility and lightness. 

Because it’s so durable, pipe made of 
ALATHON Super 25 will last and last, reducing 
returns to a minimum and increasing customer 
satisfaction. And this pipe carries the familiar 
green tag with the Du Pont name...a name 
associated with quality products for over 150 
years. This gives your customers added confi- 
dence in you. The result is repeat business .. . 
not only for pipe made of ALATHON Super 25, 
but for all the products you sell. 

To assist you in your selling efforts, Du Pont 
has prepared point-of-sale promotion pieces; 
wall streamers, and counter cards with a pocket 
for the latest edition of the booklet “How to 
Choose and Use Flexible Plastic Pipe.” This 
booklet is also an excellent information piece 
for mailings. To get your promotion pieces and 
booklets, ask your supplier for a sales-aids order 

form when you are ordering your 
supply of plastic pipe with the green 
tag of Du Pont ALATHON Super 25 
polyethylene resin. 


POLYCHEMICALS DEPARTMENT 
E. 1. du Pont de Nemours & Co. (inc.) 
Wilmington 98, Delaware 


REG. U.s. par. OFF. 


TIME-PROVED... NOW IMPROVED 


Want more facts? Circle 121 p. 35 
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@ 1X-25 
Pencil burner torch, 
soldering tip, utility 
burner, sparker, in 


metal carrying case. BERNz() M ATIE prrorane : 


. 3 
; 


TX-888 > 
Pencil burner torch, 
soldering tip, utility 
burner, in cardboard 
package. 


Now! The hottest item since the electric drill is even hotter 


Family Sweep 


TWO BIG FIRST PRIZES -— two trips to glamorous Acapulco and Mexico 
City for two. Plus 999 other big valuable prizes. Contestants just enter their 
names at your store to win. 








Sensational BERNZ-O-MATIC Advertising 











Your potential customers will be reading 
about the fantastic “Family Sweepstakes 
of a 1001 Prizes” in big space, two-color 
ads, to appear in the magazines to the 
right. Figures shown are readership 





figures. These hard-hitting ads will tell tin | si . 
readers that they can enter this easy-to- Now 7 — —. Sie SoS eeee Ts 

i ees oe ' ’ since the etectric dri mt LT Ta a 
win Swe c pstake od at your store. De 101 jobs with the blue-hot flame of a Bernz-O-Manc Torch lal I one —— “QaiseLan 











Eye-Gatching SEY 
This ad will rr scene | 
Promotional Material appear inthese | POSE] SIV LNG! 


; magazines... Oct. 3-Dec.5 Oct. 
A complete in-store and point-of-purchase 17,341,692 1,950,000 


promotional package is on its way to you 


FREE — to help you get in on Bernz-O- Better Homes | Parade | TRUE | 


Matic’s big advertising push. 

















Oct. Oct. 11 Sept. 
13,992,546 26,289,738 6,900,000 
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*Packages created by Robert Zeidman Associates, N.Y. 


@ TX-10 
Contains the famous 
pencil burner torch 
without accessories. 


with great new packaging and traffic-building contest!.. 


Stakes of 1001 prizes! 


BIG PRIZES FOR YOU, TOO. You get $250 in free merchandise if any 


of the first twenty lucky winners entered their names at your store. 





POPULAR 
SCIENCE | 
Oct.-Nov. 
3,600,000 


POPULAR 
MECHANICS | 


Sept. 
3,330,102 








The New Pork Times 





Oct. 11 





37,920,135 








Fall Festival Paks 


Three big Fall Festival Paks are being 
offered by Bernz-O-Matic during this traffic- 


TX-8250: Contents: 
2 TX-25 Torch Kits—2 TX-10 Torches 
2 TX-888 Torch Kits—FREE: 2 TX-9 Cylinders 


building promotion. Here’s your chance to 
clean up with the fastest-moving kits in the 
do-it-yourself market! 


Dealer Cost 
$34.50 


Retail Value Dealer Profit 
$55.44 $20.94 





TX-8360: Contents: 
6 TX-888 Torch Kits 
FREE: 2 TX-9 Fuel Cylinders 


Dealer Cost 


$35.70 


Retail Value Dealer Profit 
$57.16 $21.46 





TX-9470: Contents: 
6 TX-25 Torch Kits 
FREE: 2 TX-9 Fuel Cylinders 


Dealer Cost 


$39.90 


Retail Value Dealer Profit 
$63.58 $23.68 





Get in on this big money-maker 
... Stock up today! 


Want more facts? Circle 122 p. 35 
HARDWARE AGE, july 30, 1959 © 65 





How's the Hardware Business? 





Retail store sales in May up 2.3%; five month 
sales for 1959 top last year's figure by 5.7% 


Retail hardware store sales in 
May were $263 million, 2.33 per- 
cent higher than May last year, re- 
ports the Commerce Dept. 

May was the sixth month in a 
row in which sales topped sales for 
the year before. 

The $263 million sales figure for 
May was 1.13 percent under the 
record May, 1956, total of $266 mil- 
lion. 

Sales totals for the first five 
months this year were $1.042 bil- 
lion. That’s $57 million, or 5.78 
percent, more than sales for the 
same period last year. Sales for the 
first five months this year were 
virtually on a level with the five- 
month totals for the record year 
of 1956. 

Here are the Commerce Dept. un- 


adjusted estimates of retail hard- 
ware store sales for the last three 
years: 


(Millions of dollars) 
1959 1958 1957 
January $174 $172 $183 
February 167 154 174 
March 193 178 208 
April 245 224 221 
May 263 257 253 
Five-month 
total $1,042 $985 $1,039 
June siaka 238 248 
July ets 227 238 
August ee 223 234 
September ta 225 225 
October _ 242 240 
November nt 225 229 
December ane 288 283 





Total $2,653 $2,736 





May sales up 15% for 
hardware wholesalers 


May sales for wholesalers in the 
hardware, plumbing, and heating 
goods group were up 15 percent 
from May last year, reports the 
Commerce Dept. 

Sales for the first five months 
were up 13 percent from the same 
period last year. 

Inventories at the end of May 
were 11 percent higher than at the 
end of May last year, and two per- 
cent higher than at the end of 
April this year. 


Best May in 4 years is 
low point for builders 

Private home building starts 
dropped in May to the lowest level 
of the year, although it was the 
highest May in four years, accord- 
ing to the Labor Dept. 

Public and private construction, 
FHA-insured and conventionally fi 
nanced, both dipped a little in May 
this year, as compared to March 
and April, but remained consider- 
ably ahead of May 1958. 

In May, the annually adjusted 
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rate for housing starts stood at 
1.340 million homes, still ahead 
of the record year of 1955. The un- 
usual April-to-May decline was 
blamed on builders’ uncertainty 
over the fate of housing legisla- 
tion still pending in Congress. 


Liberty group promotes 
private brand line 

A private brand for a line of 
sporting goods is being introduced 
by wholesalers in the Liberty Dis- 
tributors group. 

The brand name is Sportsmaster. 
The line includes a complete as- 
sortment of rods, line, hooks, sink- 
ers, buckets, boxes, floats, lures, 
and a selected assortment of reels. 
The line also includes gun covers, 
hunting suits, skates, hockey equip- 
ment, parkas, and jackets. 

The Sportsmaster line is sup- 
ported by dealer level advertising 
that includes a Spring consumer 
circular, a store tie-in decorative 
kit, and suggested window displays. 

The line is competitively priced 
at retail, and for independent deal- 
ers. 


Summer is mower trade 
time, advises Lawn-Boy 


Promote mower trade-ins in mid- 
summer, advises Lawn-Boy, Lamar, 
Mo., power lawn mower division of 
Outboard Marine Corp. Lawn-Boy 
dealers are encouraged not to wait 
until fall to promote power mower, : 
trade-ins. 

A mid-summer promotion was 
held the week of July 10-18 as 
Lawn-Boy week when point-of-sale 
display and advertising kits were 
mailed to 8500 dealers. 

“With the power mower market 
approximately 65 percent satu- 
rated, our dealers profited by this 
national trade-in program,” said 
John P. Litchfield, Lawn-Boy sales 
manager. “To our knowledge this 
is the first such manufacturers 
program of this type.” 

The promotion is a part of Lawn- 
Boy’s Factory Authorized Recondi- 
tioned Mower program, which en- 
ables authorized dealers to send 
traded-in used Lawn-Boy mowers 
to authorized service centers for 
complete factory guaranteed re- 
conditioning. (See HA, Jan. 15, p. 
134. ) 


Hamilton Cosco drops 
wholesale fair trade 


Hamilton Cosco, Inc., Columbus, 
Ind., will keep its retail fair trade 
program but will not be able to en- 
force its fair trade agreements at 
the wholesale level under a consent 
decree filed in the Federal District 
Court for the Southern District of 
New York. 

The decree came after several 
years study by the Justice Dept. of 
Hamilton Cosco’s distribution and 
fair trade practices in the New 
York metropolitan market. 

‘Recent legal interpretations, ac- 
cording to the Justice Department, 
make it appear that a manufacturer 
with the company’s type of distri- 
bution system is unable to operate 
a wholesale fair trade program as 
permitted under the Miller-Tydings 
amendment to the Sherman Anti- 
trust Act,”’ said Clarence O. Hamil- 
ton, executive vice-president of 
Hamilton Cosco. 

He said the company would con- 
tinue to enforce its retail fair trade 
program as vigorously as it has in 
the past. 





Marlin Announces 


Rifle 


Chambered For New 
22 Magnum Rimfire! 


Marlin Micro-Groove Model.57M Offers 
Dealers Important New Profit Opportunity! 


Here’s the first basically mew .22 rifle in years— 
chambered for the revolutionary new .22 Magnum 
Rimfire cartridge, to give power and speed never 
before available in a .22 rimfire load! 

Holding 15 rounds of this sensational new ammo, 
the Marlin Micro-Groove 57-M offers these Mag- 
num Rimfire advantages: muzzle energy greater 
than a 38 S&W cartridge, and more energy and ve- 
locity at 100 yards than the .22 high velocity long 
rifle cartridge develops at the muzzle! 


YOUR CUSTOMERS SAVE $495 ON MARLIN MICRO-VUE SCOPE 
when they buy it together with the new Marlin Micro-Groove 
Model 57-M .22 Magnum! Instead of regular price of $14.95, they 
pay only $10 for this quality 4-power scope in combination with 
any Marlin .22 rifle! Order this factory-matched accuracy-team 
from your Marlin jobber now! 


Marlin 


Micro-Groove Rifles 


Only Marlin combines the smashing energy and 
flat trajectory of this varmint-busting low-cost load 
with the bonus accuracy of Micro-Groove Rifling ! 

Be sure to stock up on this new Marlin model- 
with lightning-fast action and shortest stroke of 
any lever-action rifle. (Also available chambered for 
regular .22 cartridges.) Nationally advertised to re- 


tail for only $49.95— under 
Marlin Pay-Later Plan, only $500 DOWN 


Prices subject to change withou! notice. 


a a ee ee ee 
Marlin Firearms Company, P. O. Box 995, N. Y. 17, N. Y. 
Gentlemen: Please send me free and postpaid the following— 

|| Complete information on the new Marlin Micro- | 
Groove Model 57-M. 
| (_] Additional information on new Marlin guns and scopes. } 
[ } Marlin Bulletin-Blackboard. 

2 (_} Marlin Wild Life Map Display. j 

| } Micro-Groove Bullet Demonstrator. 


' Name of Store: 


Address: Sa | 
Zone: State: 


: City: 
Attention of: etd 


mm eEOOUlUMUmDmDDLlClc ou OEE. 
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GOOD NEWSterter from 


THE ONLY WAY TO HAVE 
A FRIEND IS TO BE ONE... 


And we're the friendliest folks you’ve ever seen. 
We want everyone in the DURO-Plastic distribut- 
ing family to know that there isn’t anything we 
can do. . . that we won’t do to increase the sale 
of our products in your store. 





Consumer Mailers 


New Wholesalers’ Aids 


for Dealers’ Use 


Moore-Handley circular 
is Vacation Value Sale 


Vacation Value Sale is a summer 

' consumer circular of Moore-Hand- 
ley Hardware Co., Birmingham 
wholesaler. The circular features 


PLASTIC MENDER and ty Pas 81 items including housewares, 


isa TereTiig sporting goods, hardware, and elec- 


rust REMOVER en ell trical and plumbing supplies. 


fabric repairs 
newest items. PM-| repairs all vinyl plas- 
tics, and RR-I is just about the slickest 
rust remover and chrome cleaner you've 
ever seen. The packages are so beautiful 
that even my mother-in-law can't contain 
herself when looking at them! Buy now! 


Cordially,  . 
Vw 


Sales Manager and Son-in-law 











Included in the program is a 
| complete merchandising and sales 


Bon. 
WHILE 
PORCELAIN MestiC 


REPAIR 





My Mother-in-law’s a (lund) is the only mother-in-law approved line. 
. She i 
the battle of the bulge, ORDER FROM YOUR JOBBER OR WRITE 


tHE WO ODHILL cuemicar co. 


‘Originators and world’s largest manufacturers of Plastic Aluminum’’ 
1390 East 34th Street Cleveland 14, Ohio 
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promotion kit, containing window 
banners, pennants and price cards 
imprinted with circular merchan- 

| dise prices. 

| The eight page, tabloid size cir- 
cular is the second of four mailers 
planned by Moore-Handley this 
year. 


New! No. 95 Victor Ma- 
jestic Long-Life decoy. 
Made of polyethylene 
plastic. 


It’s New, It’s a Natural... 


» 
and Naturally It’s a Wictor 


he new Victor Majestic Long-Life 


Coupons, color, spark 
Belknap's new toy book 


Santa’s Toy Book, featuring 
nearly 200 toys, dolls, and games, 
is a consumer catalog available to 
dealers from Belknap Hardware & 


equipped with anchor line tie. It rides Mfg. Co., Louisville, Ky. The 24- 


decoy is a natural for today’s duck 
hunter who wants quality, conven- 


ience, and results. It’s a “‘must’’ for 
— Victor Line in ’59! The Long- 
ife decoy is designed to last a lifetime. 
It is constructed from pliable poly- 
ethylene plastic; is not affected by 
dropping, crushing or extreme temper- 
atures. Self-inflating, has no compli- 
cated valves—works like a _ plastic 
squeeze bottle. 

The new No. 95 Victor Majestic 
Long-Life is life-size, prebalanced, 


free and lifelike on the water; is water- 
proof and shot-resistant. Finished in 
natural, non-glare colors with molded 
eyes. 


OTHER VICTOR DECOYS are available in 
Molded Fiber, Tenite Plastic, and 
Wood; also goose, crow and owl decoys 
—the most complete line offered by 
anyone, anywhere. Order a full assort- 
ment from your wholesaler, now! 


ANIMAL TRAP COMPANY OF AMERICA 


Lititz, Pa. ¢ Pascagoula, Miss. « Niagara Falls, Ontario 





page book illustrates every item in 
full color. 


There are eight coupon specials, 
one in each toy group, with special 
price offerings as low as 59 cents 
to pull traffic. 

Special two page spreads in 
Santa’s Toy Book are devoted to 
gun and holster sets, toys that 
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teach good housekeeping, and dolls. 
Other pages are filled with riding 
toys, educational toys, 
toys, and games. 

Toys range in price from 98 
cents for a mechanical knitting cat 


Yi wilt SBP L 
OS Loge fie A 
May, *% “os 


. 
we tm “r% 


a 


building 


to $29.95 for a sidewalk bike that 
converts from two to four wheels, 
from boy’s bike to girl’s bike. Most 
toys are in the $2 to $3 range. 


Cotter mailer bargains 
pull midsummer traffic 

Cotter & Co., Chicago dealer- 
owned wholesaler, is distributing 
over one million copies of its V&S 
Midsummer ’59 circular. 

The red, yellow, and blue mailer 
is full of bargains. A 9 piece picnic 
set is advertised for 99 cents, a 
splash pool for $2.88, a laundry 
basket for 99 cents, and an insect 
bomb for 49 cents are traffic pull- 
ers. A 19 in. barbecue tray for 79 
cents is a coupon special. 

Large strip banners, pennants, 


PATRICK'S HOMECREST STORE 


et Lorn ~ 


waPhio iowa 


Parade of Blue-Ribbon Specials Midsummer ‘59 


& - a 


) £ 
> 
qd 
0 
Wi 
0 
2 
4 
id 
) 
wi 
58 
od 
al 
> 
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price cards for each item and other 
merchandising aids help the cir- 
cular sell. 


Patio and garden sale 
by American Hardware 

American Hardware Supply Co., 
Pittsburgh dealer-owned  whole- 
saler, is featuring a 3-color broad- 
side mailer in a promotion of patio 
and garden merchandise. More than 
50 patio and garden items are 
listed, including several 
items to increase traffic. 

A “Count the Values Contest” is 
a feature of the circular. The cus- 
tomer counts the number of mer- 
chandise values shown in an out- 


“sale” 


patio & gumcdom 
A OE 


door patio scene. Free Hi-Fi sets 
will be awarded to contest winners. 

A patio and garden store display 
kit, ad mats, and radio spot kits are 
also available. 


Dues toy promotion 


Dues, Inc., wholesaler at Dayton, 
Ohio, recently previewed its Christ- 
mas Time toy promotion mailer for 
dealers. The wholesaler expects its 
dealers to use some 300,000 of these 
mailers in the 1959 season. 


Toy indicators point 
to boom year in 1959 


Toys, dolls, and games should 
enjoy considerable volume increases 
over 1958, according to a recent re- 
port by the U. S. Dept. of Com- 
merce. 

The Summer market for toys and 
playthings is already well ahead of 
1958. The Spring Toy Fair held 
earlier this year at New York pro- 
duced toy orders. substantially 
ahead of the Toy Fair in 1958. 

Toys with a space-age theme are 
leading the pack in sales volume. 
Predominate among these toys are 
items made of vinyl plastics, using 
battery-activated movements. 





MOST WANTED 
TYPESe33 


> S==_=—=== . 3 ——S oes 


a, 
= UNION E= 
9 oe TY ie = 


Sweet Sto 
MACHINISTS’ CHESTS 


UNION has done it again! Here now in sturdy, 
streamlined steel are two chests which offer 
the ultimate in design, ultra-modern appear- 
ance, rugged construction, increased capacity, 
easier accessibility and 100% utility for ma- 
chinists, tool and die makers, aircraft and 
auto mechanics, miliwrights, skilled techni- 
cians, etc. 


MODEL MT-3 (above) 


3 full width drawers and till 


Overall size (both 
models) 2072” x9” x 14” 


MODEL MT-7 (below) 
7 drawers and till 





-drawn seamless reinforced cover ..- 
eager se bottom salelncenem 
Non-sag drawer and till bottoms sa = 
extension drawer gliders we - y 
stop... Easy-to-clean porcelain-l! 4 
ish . . . Felt-lined drawers and till... 
King-size dimensions. 











JOBBERS! DEALERS! 


Cash-in on the tremendous demand for these 
fast-selling items. Place your stock orders 
now! Literature and prices on request. 


UNION STEEL CHEST Corp. 
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SEND FOR CATALOG, ¥ 
DISPLAY INFORMATION & 
AND JOBBER’S NAME 


NAME 





TITLE 





COMPANY 





STREET 


CITY/STATE 
L_ EERE I SN AO 


BIG 
IMPULSE 
VISE 
SELLER 

















Free vise display hangs on peg 
board tool wall or stands on 
counter. Sells Simplex vises on 
sight for high profit. 


Simplex vises really move when 
they're shown on this eye-catch- 
ing merchandiser. Unit given 
free with order of 5 Simplex 
utility vises (V-5 Deal). Sell the 
: high profit, fast turnover line. 


| Simplex 


The Desmond-Stephan Mig. Co. | 
Urbana, Ohio | 
| 


RE PR A AE ee 
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Promotions 


Manufacturers’ New 
Merchandising Plans 














irro reduces prices 
3 month promotion 

Several regular line Mirro prod- 
ucts will carry special retail prices 
during a third quarter promo- 
tional program of the Mirro Alu- 
minum Co., Manitowoc, Wis. The 
promotion ends Sept. 30. 

Dealers get full margin on Mirro 
products featured in the promo- 
tion: Mirro fry pan, regular $1.45, 
special 99 cents, covered loaf pan, 


roll pan, regular $1.95, 
$1.49; covered saucepan, regular 
$2.15, special $1.69; angel cake 
pan, regular $2.45, special $1.99. 
A promotional banner is packed in 
each carton of three. 

A special 1 cent sale package is 
a covered cake pan, regular $2.95, 
in combination sale with a $1 Cop- 
per-Tone measuring spoon set. The 
package retails at $2.95. 


special 


3M plastic tape deal 
includes barbecue set 


A 3-piece outdoor barbecue set 
valued at $3.95 is being given free 
to dealers with each CP5A colored 
plastic Scotch brand tapes deal by 
Minnesota Mining and Mfg. Co., St. 
Paul. 

The CP5A deal consists of 96 
rolls of 34 in., 29 cents, and 48 rolls 


of 11% in., 59 cents, plastic tape in 


seven colors and clear, packed in a 


| simulated wood display. 


i 
| 
| 
i 


| 


The barbecue set is packed in 
each CP5A deal, and does not re- 
quire a dealer write in. 


Corning will promote 
Pyrex bowl set in fall 
Pyrex bow! set No. 440 will be 
promoted this fall by Corning Glass 
Works, Corning, N. Y. 
The promotion will be featured 
in a full-page, color ad in the Sep- 


| tember Ladies’ Home Journal. 


Dealers ordering the four bowl 
sets will receive display cards to 
use in window and aisle end dis- 


| plays. 





regular $1.75, special $1.29; cake 


11 decorators’ colors 


*. PURITAN 
Aa 
h toilet 
MSI seats 


See your jobber! 
PRODUCTS, INC. 


CLEVELAND 2, OHIO 
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GIBSON 
GRIPPER 
CLIPS 


KEEP 
THINGS 
IN PLACE 


BRIGHT FINISH Double Spring Action 
NO JUTTING POINTS 2 Sizes Hold Most Handles 


GIBSON GOOD TOOLS, INC., Sidney 6, N. Y. 
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DON'T MISS THE 


BUYING CHECK LIST 


ON PAGE 33 

















JOHNNY STOP 


TOILET TANK BALL 





Built-in swivel 
. vacuum tight 
. DuPont Neoprene 
gasket. Money Back Guar- 
antee! Free display for fast 
turnover. $1.49 less 40%. Only 
$10.73 dozen, delivered. Six 
for $5.50. 


KINNARD SALES 


19 Glenwood Rd. 
Upper Montclair, N. J. 


No jiggle! 
action .. 
seal _. 
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Whatever you sell, you'll 


SELL MORE WITH 


The STEELMARK is a bright new selling symbol created 
by United States Steel to identify products made of steel. 
It is the focal point of a major national promotion that is 
creating an ever-increasing awareness of and preference 
for products made of steel. Consumers are learning that 
steel products help /ighten their work... brighten their 
leisure . . . widen their world. They'll be looking for the 
STEELMARK when they shop im your store... make 
Sure it’s in sight. 


963 million consumer advertising im- 
pressions a year—an average of 80 
million every month—are building 
STEELMARK’S sales impact for you! 


In LIFE, 

In THE SATURDAY EVENING POST 
On the U. S. STEEL HOUR, 

On Daytime TV 


FREE SELLING KIT! 


Your free STEELMARK Tie-In Display Kit—including 
easy-to-assemble mobile adaptable to any type outlet, 
tags and labels, “How to Sell” booklet and Sales Plan 
Folder—is ready for you now. No matter what your type 
of retail outlet... what types of steel products or what 
brands you sell... these selling tools are bound to 
boost profits for you. Contact your local newspapers, 
too, for ready-to-use ad mats that let you incorporate 
the STEELMARK in your own local advertising. 


TRADEMARK 


> TEELMARK 


Lighteng 
your Work 


Bri ‘ghtens 
Our leisure 


Widens 
YOur wari 


— 


Lightens 
your work 


Brightens 
your lersure 


Widens 
your world 


=iy 


HARDWARE STORES 


Lghtens 
your work 


Brighten es 


yOur leisure se ae) = 
Widens = 


your world 


ae 


DEPARTMENT OR VARIETY STORES 


STEELMARK PROGRAM 
Room 6019 

United States Steel 
Pittsburgh 30, Pa. 


Please send me my FREE STEELMARK Display Kit. | 
would like to put these U. S. Steel selling aids to work for me. 


Name 


Firm 


Address 





City _Zone__State__— 
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WHY WE BELIEVE IN 
2-STEP DISTRIBUTION 


A statement of policy by 
Pennsylvania Power Mower Division 


and ACCO Power Products Division of 
American Chain & Cable Company, Inc. 


This Fall, American Chain & Cable Company will introduce two lines of power mowers 
to the public. One will be marketed by the famous Pennsylvania Power Mower Divi- 
sion. The other will be sold by the entirely new ACCO Power Products Division. 


We feel that now is the time to re-state our firm belief in the policy of 2-Step Distribu- 





tion of consumer products. By that we mean—distribution from Manufacturer to Dis- 





tributor to Dealer. Therefore we repeat that our policy will be: 








@ To sell PENNSYLVANIA Power Mower products EXCLUSIVELY to hardware 
distributors and garden supply houses for re-sale to retail dealers. 








@ To sell ACCO Power products EXCLUSIVELY to distributors in the appliance, 
automotive and specialty fields for re-sale to retail dealers. 
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We are convinced that this 2-Step Way is the most efficient, economical and successful 
method of distribution possible. For 3 important reasons: 


1. The nation’s wholesalers provide facilities and services of vital importance. Their 
services enable the manufacturers to market their products at the lowest possible cost. 
They make it possible for all of us--manufacturer, wholesaler and dealer—to share the 
full benefits of mass production. 


2. Today’s low-inventory, high-turnover sales methods make the function of the 
wholesaler invaluable. We therefore will serve you, Mr. Dealer, through the best 
merchandising distributors available. 


3. The ultimate test of any product is consumer acceptance. We are certain that a 
policy of 2-Step Distribution is the only assurance —ours and yours—of lasting cus- 
tomer satisfaction. 


Therefore we pledge: 


@ Tosell top-quality PENNSYLVANIA and ACCO Power products to a limited num- 
ber of carefully selected wholesalers. 


@ To deliver the best product at the best price—with healthy profits for both dis- 
tributor and dealer. 


@ To back up our distributors and dealers with solid advertising and merchandising 
support. 


We recognize our dependence upon our distributors and dealers. We welcome the 


opportunity to publish this statement of policy for you, our business partners. 


a CG Slam 


M. R. WILSON ALLAN M. TINKER . A. SHERA 
General Manager Sales Manager Sales Manager 
PENNSYLVANIA POWER ACCO POWER PRODUCTS 
MOWER DIVISION DIVISION 


PENNSYLVANIA POWER MOWER DIVISION AND Acco POWER PRODUCTS DIVISION OF AMERICAN CHAIN he _* 
CABLE COMPANY, INC., BRIDGEPORT, CONN. ¢ PLANT AND DIVISIONAL SALES OFFICE, EXETER, 
a 4 j 
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Read it in HARDWARE 


NEWS OF 


HARDWARE AGE FOR 
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Atlantic City Housewares Exhibit Shows 
What’s Ahead In Home-Wares Merchandising 


word for 
section for 
year, based 
on trends at the Atlantic 
City National Housewares 
Show early this month. 
The tone for the second 
half of the year usually is set 
at the Atlantic City Show. If 
this follows through for 
1959, you expect retail 
prices to be stable, and look 
for constant product im- 
provement without startling 
innovations. Look for this 
trend to carry through on 
housewares that will be pro- 
moted gifts during the 
Christmas selling season. 
Various on-the-spot reports 
by dealers and wholesalers to 
HARDWARE AGE were uniform 
in their confidence in the sec 
ond half of 1959. Here 
some of these opinions: 
“We expect 
housewares 


the 
housewares 
rest of the 


Stability is 
the 
the 


can 


as 


are 


to double our 
volume in 1959” 

a wholesaler buyer. 

“We are lengthening gift- 
housewares lines because the 
profit is great and the turn- 
over is better than average” 

a dealer chain with eight 


stores. 

“We're pushing traffic ap- 
pliances with credit and the 
idea has caught on. We’re do- 
ing the same thing with ap- 
pliances that the furniture 
and jewelry stores have done 
for a generation: Easy pay- 
ments, full retail price, add- 
on sales” — a Pennsylvania 
dealer. 

“We’re buying new lines, 
sure, but this purchasing is 
based on sales facts. The 
broad number of housewares 
lines available, and steadily 
being added, poses many in- 
ventory problems. You have 
got to control your stock, 
know your best sellers, and 
stick with those best sellers 
if you want to maintain good 
turnover’—a wholesale buy- 
er, 

“I’m looking for new items 
and lines, something every 
other store in the neighbor- 
hood hasn’t got’—an Ohio 
dealer. 

“Sure 
Business 
Fall”—a 


saler. 


buying 
be 


I’m 
will 
West 


heavy. 
great this 


Coast whole- 





BRET C. NEECE 


Silverman and Neece 
Get Top Landers Posts 
Harry T. Silverman has 
been elected president of 
Landers, Frary & Clark, 
New Britain, Conn. Bret C. 
Neece, who had been acting 


H. T. SILVERMAN 
as president and board chair- 
man since last year, was 
elected board chairman. 
Mr. Silverman has_ been 
president of Plume & At- 
wood Mfg. Co., Thomaston, 
Conn., a wholly-owned Land- 
ers’ subsidiary. 
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J. A. SHEARER 


J. A. Shearer Elected 
By Belknap Hardware 


J. A. Shearer has been 
elected assistant treasurer, 
Belknap Hardware and Mfg. 
Co., Louisville, Ky., at a re- 
cent stockholders meeting. 
He has been a board member 
for two years and is 
director of Kentucky. 

R. B. 


rector 


sales 


Bondurant, sales di- 
of Texas, Oklahoma, 
Louisiana, Kansas, Arkan- 
sas, Iowa, Missouri and New 
Mexico was elected a direc- 
tor. R. H. Fuchs, plumbing 
goods buyer, who has been 


art 


R. B. BONDURANT 


for 42 
elected a 


with the company 
years, was 
director. 


also 





News About Dealers: Free Delivery, Phone 
Service, Parking Featured at Friedman’s 





New Providence, N. J.— 
Free delivery, phone service 
and parking facilities will be 
provided by FRIEDMAN’S 
HARDWARE, which opened re- 
cently in New Providence 
center. The store, formerly 
occupied by Dascoll’s Phar- 
macy, has been redecorated. 
Paints, lawn products and 
tools, power tools and a se- 
lection of wall paper with 
one-day delivery will be fea- 
tured in the store owned by 
Mr. Friedman. 


Ormond Beach, Fla.—Or- 
MOND HARDWARE Co. re- 
cently held a grand opening 
sale. The store was modern- 
ized and merchandised by 


the Dealer Service Dept. of 
I. W. Phillips & Co., Tampa 
wholesaler. The Phillips 
company is a member of the 
Pro Wholesale group. 


Uniontown, Kan. — Navy 
veteran Jim Holt recently 
opened his new UNIONTOWN 
HARDWARE, assisted by his 
father W. E. Holt, retired 
Standard Oil Co. agent. The 
new business is located on 
the south side of the square 
in the building formerly oe- 
cupied by Bowen’s Cafe. 


Belmont, Calif. — BAIrR’s 
HARDWARE, INC., announces 
its new location at 564 El 
Camino. 





AGE while it's NEWS 


THE TRADE ss suxss 


JULY 30, 1959 








Oklahoma Hardware Co. 
Names Sales Director 


W. E. Smith, Jr., former 
sales representative, has been 
appointed director of sales. 
Oklahoma Hardware Co., 
Oklahoma City, Okla. Whole- 
saler. 

Mr. Smith succeeds Harry 
Wilcox, merchandising man- 
ager, who has resigned to 
enter the retail hardware 
business at Chickasha, Okla. 


W. E. SMITH, JR. 


RB & W Elects Davey 
Sales Vice-President 


John S. Davey has been 
elected vice-president of 
sales, Russell, Burdsall & 
Ward Bolt and Nut Co., Port 
Chester, N. Y. 

Mr. Davey, former vice- 
president, research and en- 
gineering, joined the firm in 
1929. He has been an 
tant sales vice-president and 
assistant to the general man- 
ager. 


assis- 


JOHN S. DAVEY 


Power Mower Gains Seen Over Next Five 
Years Due Largely to Replacement Sales 


1 


\ 


New president of Lawn Mower Institute is R. E. Schuler, (right) 
Outboard Marine Corp. He succeeds A. W. Schenck, Savage Arms 


Corp., shown on left. 


What will 
of power mower 
distribution five 
now? 


be the pattern 
sales and 


years from 


This question came in for 
sharp examination at the re- 
cent annual convention of 
the Lawn Mower Institute. 

Substantial increases in 
mower sales over the next 
five years were predicted, 
but it was emphasized that 
the increase will be due al- 
most entirely to replacement 
sales. 

Replacement sales, now 
running at about 50 percent 
of total sales are expected 
to account for 70 percent by 
1964, 

Total sales by the indus- 
try will rise to about 5,400,- 


oh VANTERS! 


000 units by 1964, as com- 
pared with 3,700,000 in 1959. 

Opinions on how lawn 
mowers would be distributed 
in the future were many and 
varied. It appeared, how- 
ever, that while hardware 
stores would continue to be 
a primary outlet, they would 
have a lot of strong compe- 
tition from other retail 
stores. 

Department stores, appli- 
ance retailers, and mail or- 
der houses were listed as 
outlets that will account for 
a large volume of future 
sales. Lawn and garden spe- 
cialty stores were also speci- 
fied as volume outlets, espe- 
cially in metropolitan areas. 

R. E. Schuler, Lawn Boy- 


Midland Divs., Outbard Ma- 
rine Corp., was elected pres- 
ident of the Institute. He 
succeeds A. W. Schenck, 
Savage Arms Corp. 

Other officers elected at 
the meeting include: Vice 
president H. M. Huffman, 
Jr., Huffman Mfg. Co.; sec- 
retary-treasurer, V. R. 
Shiely, Toro Mfg. Co.; Har- 
old K. Howe was re-ap- 
pointed executive secretary. 

The meeting, held June 21 
to 24 at Shawnee Inn, Shaw- 
nee-on-Delaware, Pa., was 
focused on the future. The 
business outlook, and _ the 
prospect for mower sales in 
particular, was presented by 
Peter Hoguet, of the Econo- 
metric Institute. 

L. Wray, editor of Elec- 
trical Merchandising, spoke 
on the changing patterns 
developing in retail distribu- 
tion. 
of 
covered 
trends, 
what lawn 
like in the 
materials 
engines. 

There was considerable 
discussion of sales policies 
of engine manufacturers, 
arising chiefly from the 
practice of manufacturers of 
cheap mowers to depend 
upon the engine maker’s rep- 
utation to sell the mowers. 


A series 
cussions 
tion 


panel dis- 
distribu- 
foreign trad 
mowers will be 
future, and new 
for mowers and 


The safety standards de- 
veloped by the Institute have 
(Continued on page 77) 


Panels similar to this one explored distribution and design subjects at recent Lawn Mower Institute 


meeting. 


Shown here are (I. to r.) L. C. Vanderstill, Motor Wheel Corp.; W. F. Cunny, Falls Products 


Co.; C. A. Livesey, Jacobsen Mfg. Co.; D. Buck, Yard-Man, Inc., and R. E. Schuler, Outboard Marine 


Corp. 
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1 WE'RE MAKING BIG MONEY Now THAT WE'RE SUGGESTING | 
SCOTCH’ BRAND MASKING TAPE WITH EVERY PAINT SALE / 





“SCOTCH” and the plaid design cre registered trademarks of 3M Co., St. Paul 6, Minn. 


Miianesora (fining ano \ffanuracrurine conren' ED 


«++ WHERE RESEARCH IS THE KEY TO TOMORROW 


Want more facts? Circle 133 p. 35 





HaVe You 
SeeN THE 


Foy UlayMaker offers 


FREE 


Saorect Younstt © 


TO DISPLAY PADLOCKS IN 


Mi ae Ks 
7 ml 


OUTSELLS LOCKS IN OTHER 
BOXES AS MUCH AS 5 TO! 


SLAYMAKER LOCK COMPANY, LANCASTER, PA. 
World's Largest Producer of Brass Padlocks 











Want more facts? Circle 135 p. 
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News of the Trade——_ 


brief reports of 


MANUFACTURERS SALESMEN 


@ Atkins Saw Div., Borg-Warner Corp., Indianapolis, Ind. 
—Elmer J. Everson from representative for Mall Tool Co. 
to field representative in Michigan, Indiana, Ohio and Ken- 
tucky; W. J. Dierks from sales representative for Yale & 
Towne Mfg. Co. to Detroit area representative. 


@ A. Y. McDonald Mfg. Co., Dubuque, Iowa—Kenneth R. 
Kruchten from vice-president and general merchandise 
manager, Marshall Wells-Kelley How Thomson Co., Duluth, 
Minn. wholesaler, to branch manager in Kansas City and 
Columbia, Mo. 


@ Bissell, Inc.—Grand Rapids, Mich.—Rex Burgdorfer, 
from New York City sales representative to the newly- 
created post of eastern regional sales manager of New 
England, New Jersey, New York City, Long Island, eastern 
Pennsylvania, Virginia, Maryland and Washington, D. C. 
@ Pecora, Inc., Philadelphia, Pa—Thomas Remmel to the 
southwestern district of Kansas, Colorado, Louisiana, Ari- 
zona, New Mexico, Oklahoma, Arkansas and Texas. 

@ Flintkote Co., New York, N. Y.—Melvin W. Rippe to 
district manager, Flooring and Adhesive Div., covering 
Oklahoma and northwest Texas counties, from Tulsa, Okla. 
@ Billings and Spencer Co., Hartford, Conn.—Hall W. 
Cavel to Arkansas, Oklahoma and west Texas for wrenches 
and shop tools, with headquarters in Ada, Okla. 

@ Stanley Electric Tools Div., Stanley Works, New Brit- 
ain, Conn.—Richard W. Cooper will cover Cleveland, Ohio. 





news in brief of 


MANUFACTURERS AGENTS 


@ George P. Frazer, Dallas—Mr. Frazer has established 
his own agency with headquarters at 3048 Townsend Drive, 
Dallas 29. He was previously associated with the Robert 
M. Barnes agency and Orgill Bros. & Co., Memphis. The 
firm will handle hardware, housewares, toys and industrial 
items. 


@ D. R. Spickler Co., Kansas 

City, Mo.—Dave Spickler has 

formed a firm to represent 

hand tool manufacturers in 

Missouri, Kansas, Iowa, Ne- 

braska and Illinois, from 
headquarters at 4924 Marvin 

Rd., Kansas City. Mr. Spick- 

ler was formerly assistant 

sales manager of the Hard- te 
ware Div., Keuffel & Esser di 3 
Co. DAVE SPICKLER 


@ Skillman Hardware Mfg. Co., Trenton, N. J.—David 
Bloom and David L. York, of David Bloom Associates, will 
manage marketing and sales activities of the firm. 


@ Perry and Barr Co., Nashville, Tenn.—Alabama, Missis- 
sippi and Louisiana to Phillip Lee Parsons who has joined 
the sales staff recently. 


@ Walter Eastman & Associates, Seattle, Wash.—Joe 
O’Donnell, formerly with Autoyre Div., Ekco Products Co., 
has joined this firm which covers the Northwest. 


@ Ungar Brothers, Cincinnati, Ohio—The firm has moved 
into the newly-remodeled Ungar Building that it recently 
purchased. The address is 8348 Vine St. 








HOWARD E. CLARK 


Wholesale Firm Names 
H. E. Clark a Buyer 


Howard E. Clark has been 
appointed a buyer by Ameri- 
can Hardware Supply Co., 
Pittsburgh, Pa. dealer-owned 
wholesaler. 

Mr. Clark, formerly of 
Bigelow & Dowse Co., Need- 
ham Heights, Mass. whole- 
saler, has had 30 years ex- 
perience in the wholesale 
hardware industry. He will 
buy tools, hardware, farm 
and garden supplies for 
dealers in a seven-state area. 


Skil Corp. Purchases 


Skil Chicago, IIl., 
has purchased the Nordon 
Die Casting Co., Inc., May- 
wood, Ill. Casmir Delnick 
continues as president of the 
company which will now op- 
erate as a wholly-owned Skil 
subsidiary. 


Corp., 


News of the Trade 





Power Mower Gains 


Seen in Five Years 
(Continued from page 75) 


been submitted to the Amer- 
ican Standards Association 
for review and approval. 

Problems of providing ad- 
equate service to mower 
users is still a big industry 
headache, according to ser- 
vice managers attending the 
meeting. The servicing of 
mowers and other gas en- 
gine powered equipment is 
becoming big business, it 
was emphasized, but few 
people realize this. 

A suggestion of the size 
of the service market was 
contained in the statistics on 
mowers in use, presented by 
Mr. Hoguet. He estimated 
that by 1964 there will be 
24,450,000 mowers in use. 


Williams Dealer Show 
The J. A. Williams Co., 


wholesaler at Pittsburgh, 
Pa., will hold a 60th anniver 
sary dealer show Aug. 9-1] 
at the Syria Mosque, Pitts- 
burgh. More than 150 manu- 
facturers will display holiday 
and gift merchandise. 


Oklahoma Hardware 


The Oklahoma Hardware 
Co. will hold its annual Fall 
Merchandise Market at the 
Huckins Hotel, Oklahoma 
City, Aug. 23-24. Dealers 
from three states will visit 
booths of some 75 manufac- 
turers. 





Cotter Adds Warehouse Space 


Cotter & Co., Chicago dealer-owned wholesaler, enlarges its ware- 
house at 2740 N. Clybourn St. by purchase of adjoining building, 
above right, of 150,000 sq ft. Cotter last fall bought the 200,000 
sq ft warehouse building, above left (HA, Sept. 25, p. 124). 


| 


PLASTIC PIPE 


LINE 


» « « GUARANTEED IN WRITING 
to perform as specified 


You can’t tell by looking. One brand of plastic pipe looks 
about the same as another. Your only safeguard is the integ- 
rity of the manufacturer. Crescent Plastics is a pioneer in the 
field of plastic pipe, and plastics are our only business. Cres- 
line pipe is guaranteed in writing to do what we say it will. 
We know it will perform as specified because we have the 
industry’s most complete laboratory and subject all 
materials and finished pipe to the most grueling tests. 


raw 


PIONEER MEMBER OF 
Before you order any kind 
of plastic pipe, challenge 
us to prove you'll 
do better with Cresline. 


CRESCENT PLASTICS, 
Dept. A-9 * 955 Diamond Ave. * 


Complete Technical and Engineering Services Available 


INC. 


Evansville 7, Indiana 


PLASTIC PIPE OF ALL KINDS FOR 


INDUSTRY 








WATER SYSTEMS GOLF COURSES SEWAGE SYSTEMS 


Want more facts? Circle 136 p. 35 
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News of the Trade 





Janney, Semple, Hill to Add 85,000 sq ft at Hopkins Warehouse 


construction 
ft addition 


Contract for 
of an 85,000 sq 
to its Hopkins warehouse 
has been awarded by Jan- 
ney, Semple, Hill & Co., 
Minneapolis wholesaler. This 
will bring the total 
house and _ office 
335,000 sq ft. 

The affiliation this 
year of 171 hardware stores 
in the S & Q Hardware 
Stores group is largely 
sponsible for the warehouse 
expansion plans. 


ware- 
space to 


record 


re- 


Janney’s recently 
the building (See 
March 177) and will 
move from the present 
downtown location later this 
year. 


bought 
HA, 


26, p. 








Wanted: Norvell's Book 
40 Years of Hardware 


A number of hardware- 
men have written about get- 
ting copies of the book Forty 
Years of Hardware by Saun- 
ders Norvell. 

This book has been out of 
print for many years, yet it 
is one of the most popular 
books written about hard- 
ware. If you have a copy and 
would like to sell it please 
write to us. Hardware Age 
will put you in touch with 
hardwaremen who want to 
buy a copy. 

Please write to Reader 
Service Dept., Hardware 
Age, Chestnut & 56th Sts., 
Philadelphia 39, Pa. 


Iron & Hardware Assn. 
Sponsors Golf Outing 


Tom Barrett, of Minnesota 
Mining & Mfg. Co., won the 
low gross prize and Russ 
Holden, of Vermont Hard- 
ware, won the low net prize 
at the annual outing of the 
New England Iron & Hard- 
ware Assn. held recently in 
Fitchburg, Mass. 


it's James Not John 


In a news item about Wil- 
liamson & Co., Angola, Ind. 
dealer carried in the June 4 
issue, page 138, John I. Wil- 
liamson was erroneously 
identified as the most recent 
owner of the firm. James 
Williamson was the owner. 
He and his wife are now 
residing in Florida where 
he is associated with Railey- 
Milam Inc., Miami whole- 
saler. 








OBIT U 


ARIES 











PERCY W. NICKEL 

Percy W. Nickel 

Percy W. Nickel, 63, di- 
rector of public relations for 
Bissell Carpet Sweeper Co., 
Grand Rapids, Mich., died 
July 13 in Atlantic City 
(N. J.) Hospital following 
a heart attack. He was at- 
tending the National House- 
wares Show. Mr. Nickel 
joined Bissell in 1930 an 
assistant advertising mana- 
ger. He had been a sports 
editor. Mr. Nickel was Bis- 
sell advertising manager for 
more than 20 years before 
he was appointed director of 
public relations early this 
year. 


as 


Zach H. Leamy 


Zach H. Leamy, 57, vice- 
president and general mana- 
ger of Devitt’s Hardware 
Co., Coatesville and Paoli, 
’a., died at his home in 
Pomeroy, Pa. He had been 
associated with the firm for 
22 years. 
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1. S. Barnes 


I. S. Barnes, 66, hardware 
store owner, died June 12 in 
the Veterans Hospital, Jack- 
son, Miss. He organized I. S. 
Barnes Hardware Co., in 
1925. Mr. Barnes was a 
former president of the Mis- 
sissippi Retail Hardware and 
Implement Dealers Associa- 
tions. 


Harry M. Ravenna 


Harry M. Ravenna, 72, an 
employe of  Bering-Cortes 
Hardware Co. for 51 years, 
died June 23 in Heights Hos- 
pital, Houston, Tex. He was 
city shipping clerk for the 
company for 18 years. 


William A. Paeth 


William A. 
staff member 
Hardware Co. for 27 years, 
died in Mercy Hospital, Bay 
City, Mich., June 20 after a 
brief illness. 


Paeth, 57, a 
of Jennison 


Walter D. Holland 


Walter D. Holland, 73, a 
Berkley, Mich. hardware 
store owner for 30 years, died 
June 22 in William Beaumont 
Hospital, Detroit, Mich. 


Thecla Braun 


Thecla 
president 


Braun, 50, vice- 
and secretary of 
the Braun-Herr Hardware 
Co., died June 22 in St. 
Nicholas Hospital, Sheboy- 


Dotted line shows 85,000 sq ft expansion of Janney, Semple, Hill & Co. warehouse in Moline. New 
addition, costing $275,000, will be used for heavy items such as nails, 


pipe, fencing. 





gan, Wis. Miss Braun had 
been an officer of the com- 
pany, founded by her broth- 
er, R. C. Braun, for more 
than 25 years. 


Charles J. Smith 


Smith, chair- 
board of Chas. 
J. Smith Co., Jersey City, 
N. J. wholesaler, died June 
21. Mr. Smith founded the 
hardware wholesale firm. 


Charles J. 
man of the 


W. L. Stocklin 


William L. Stocklin, 80, re- 
tired hardware dealer of the 
former Herrnstein & Stocklin 
firm, died June 28 at his 
home in Chillicothe, Ohio. 


Anthony F. Lynch 


Anthony F. Lynch, 75, 
partner in a _ Gloversville, 
N. Y. hardware business, died 
June 15 in Eaton, N. Y. 


B. L. Rozier, Sr. 


B. L. Rozier, Sr., former 
hardware store operator in 
Waynesville, Ga., died June 
14 in Jackson, Miss. 


John Hoeksema 


John Hoeksema, 70, opera- 
tor of Burnips Hardware, 
died June 13 in Burnips, 
Mich. 


R. R. Nelson 


R. R. Nelson, president, 
Nelson Hardware Co., Ro- 
anoke wholesaler, died in his 
sleep July 14. 








Behr-Manning Co., Troy, N. Y., received the 
first annual Achievement Award from American 
Hardware Supply Co., dealer-owned whole- 
saler of Pittsburgh. The award is for Behr's co- 
operation in working with dealers at Ameri- 
can's Merchandise Fair last January. The 
award was given at American's toy show. Left 
to right: J. O. Marone, purchasing manager 
and C. F. Wiggins, Jr., sales manager of 
American; J. S. Phillips, general trades sales 
manager of Behr; A. J. Martin, Behr salesman 
servicing American, 


Optimism ruled at the annual 
sales meeting of O. Ames Co., 
Parkersburg, W. Va. This marks 
the firm's 185th year. Housewares 
and tool division salesmen met 
in the joint meeting. Left to 
right, top: Thompson, Forbes, 
McQuade, Keenan, Avery, Wood, 
Ross, Baxley, Witcher. Second 
row: Koehler, Sayre, Owen, 
Dubey, Vincent, Barton, Jones, 
Telling and Wharton. Front row: 
Harris, Williams, Campbell, Winn, 
Martin, Holland and Buskirk. 


The fourth annual Ohio Architectural Hardware Institute in June was attended by 126 architectural hardware distributors from 27 states, 
the District of Columbia and three Canadian provinces. Nine Ohio State University faculty members taught the courses on the Ohio State 
campus under the direction of Dr. Wm. B. Logan, associate professor in the College of Education. Everything from business letter writing 
to architectural hardware materials were subjects in the week long course. 





Classified Opportunities Section 





Help Wanted, Accounts Wanted 
Business Opportunities 
Representatives Wanted, etc. 
Set solid, maximum 50 words.. 
Each additional word 


Positions Wanted 


Rate) set solid, maximum 


ss 


(Special 
50 words : 
Each additional word. . .05 
Allow Seven Words for Keyed Address 
or Your Address 





CLASSIFIED ADVERTISING RATES 


BOXED DISPLAY AD RATES 
$8.00 per column inch 
5°%/, discount allowed for 4 or more con- 
secutive insertions of Boxed Display Ads. 


Cuts or special borders not accepted. 
Address your correspondence and replies to 


HARDWARE AGE 


Classified Opportunities Dept. 
Chestnut & 56th Sts., Philadelphia 39, Pa. 


NOTE: Samples of merchandise, literature, 
catalogs, etc., will not be forwarded to box 
number advertisers, unless accompanied by 


sufficient postage for remailing. 

No agency commission allowed. 

HARDWARE AGE is published every other 
Thursday. Classified forms close 3 weeks 
prior to publication date. 

Remittance must accompany order in form 
of check or money order, payable to HARD- 
WARE AGE—Classified Section, not currency 
or stamps. 











Representatives Wanted Representatives Wanted 


Representatives Wanted 








OPPORTUNITY FOR MFRS. REPS. 


Choice exclusive territories, available for 
sentatives calling on wholesale hardware 
suppliers, dept. store et A plus line 
accepted Cast Aluminum Weather Vanes 
and House Signs Excellent commissions 
know of this ad. All replies held in strict 


Box 725, ¢/o0 HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 


lop repre 
and garden 
of nationally 
Mail Boxes 
Our men 
confidence 














REPRESENTATIVES REQUIRED 


British Manufacturers, terrific potential, require rep- 
resentatives to call on U. S. Manufacturers, with a 
view to obtaining orders for special parts, semi-manu- 
facturers, et Stamping, pressing, spinning, polish 
ing, paint finishing capacity in all metals. We are 
especially interested in the hardware, furnishing. 
lighting trades We are intent on entering the 
American Market in volume, and require a few keen 
men to go along with us 
Box 716, c/o HARDWARE AGE 

Chestnut & 56th Sts. Philadelphia 39, Pa. 











WANTED 
MANUFACTURER'S 
REPRESENTATIVES 


NOW CALLING ON JOBBERS IN 
HARDWARE AND ALLIED FIELDS 


Prominent manufacturer of power tool acces- 
es and promotional tool items seeks repre- 
entation in the following states: 

Ohio Michigan colorado — Utah — 
Wyoming — Minnesota — The Dakotas — Texas 
Louisiana Arkansas Oklahoma 
Mississippi — New Mexico — Virginia — West 
Virginia — Kentucky. 

Full details please. 
Box 713, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 


sor 


in first letter, 











FACTORY 
One of nation’s largest 
and rug maintenance 
cellent territories 


REPRESENTATIVE WANTED 
manutacturers of floor 
equipment has several ex 
open tor representatives now 
contacting the hardware trade Ane includes 
popular, new “Velvet Touch” rental program 
Enables hardware to obtain necessary 
equipment, merchandising material and supplies 
to otter their customers a complete “Do It Your 
self’ carpet and floor cleaning service on a 
profitable rental basis. Excellent commission ar 
rangement. Write Advance Floor Machine Co., 
4100 Washington ve., Minneapolis 12, 
Minnesota, attention: James C erguson., 


stores 


AGENTS ‘ALLING OON HARDWARE 
AND OP ARDE " jobbers wanted tor product 
selling well in Massachusetts Fly Awi L5 
and bird repellent incorporates unique 

which over competition every tim With 
proven this what kind of job 
mu do im your territory’ Fit vour Line? 
Laboratories, 114 Massachusetts 

\ 


ass 


now 
pigeon 

features 

sel] 


sales state, 


Arlinet 


MANUFACTI 
WANTED by 
room medicine 
petitive prices 


REPRESENTATIVES 
manutacturer of bath 
Juality cabinets ; 
mmissions 
territories open Representative should 
wholesale hardware, plumbing and elec 
jobbers state territ covered and pres 
lines. Box 730, c/o Harpware AGer, Chest 
nut & 56th Sts., Philadelphia 39, Pa 


RERS 
established 
cabinets { 


(,00d Ci 


Ol 


Ty 


SELL 


store s, 


BRU 


and 


SHES to 
indus 
pro 
line 


INC 


PAINT 
lumber vards 
line Liberal commission, 
Only men carrying allied 
STRA BRUSH CO.,, 
New York 11, y 


SALESMEN 
hardware, paint 
trials. Quality 
tected territory. 
will be considered 


119 W. 23rd St., 


SIDE LINE SALESMEN calling on hardware 
stores, to sell guaranteed Damp-resister for 
Damp Walls manufactured by old esatblished firm. 
4% Commission. Ranetite Mfg. Co., Inc., 1917 
South Broadway, St. Louis 4, Missouri. 
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SALESMEN 


on lumber and Hardware Dealers—-to 

take orders for Nationally Advertised 
Mitre Box. Good Commission Protected Terri- 
tories open. Write giving details. Will send litera- 
ture and Prices. 


W. A. GERRARD CO., INC. 
4400 Lyndale Avenue North, Minneapolis 12, Minnesota 


Now calling 
show and 








| placement 


| utors 


| wood 
| eign 


i c/o 
| delphia 39, Pa 


| calling 





REPRESENTATIVES 
all territories to sell nationally known build 
product specialties to lumber and_ building 
material dealers Write stating present lines 
carried and territory covered. Box 6526-B, Min 
neapolis 20, Minn. 


MANUFACTURER’S 
in 
ing 


TO SELL 
level, 
seats 


REPRESENTATIVES WANTED 
DIREC = to large use©°rs, retail oT jobber 
plastic pipe, fittings and clamps, toilet 
(sprayed, vinyl covered, and mother-ot-pearl) 
plastic clothes lines, industrial including all 
kinds of hose for automatic washers. Box 209, 
c/o HarpwareE Acer, Chestnut & 56th Sts., Phila 
delphia 9. Pa 


hose, 


TERRITORIES 


unique water ré 


EXCLUSIVE PROTECTED 
open for nationally distributed 
plumbing specialty item package tor 
supply houses; hardware distrib 
‘nique demonstration sells & 

Box 123, c/o HARDWARE 
Sts., Philadelphia 39, Pa 


to plumbing 
and retailers { 

10 on first call 
Chestnut & 56th 


sale 


out of 


AGE, 


NAIL CLAWS, CROWBARS, 
wedges, wrecking bars, hammers, 
stone sle lges U. S. A. and Fo 
Growing Co Reps wanted TO! 
‘arolinas, Ohio and Indiana Box 717, 
Ace, Chestnut & 56th Sts., Phila- 


SLEDGES, 
splitting 
digging bars, 

Mfg. 
Virginia, ( 
HARDWARE 


EXCELLENT LINE tor 
on the retail trade 
variety and chain 
Midwest Plastics 
St. Paul 6, Minn. 


sales representative 
hardware, depart 
(,ood commission. 
vw e Bates 


in 
stores. 


Mfg 


ment, 
W rite: 


Avenue, 


J) 


BB AIR RIFLE SHOT MANUFACTURER 


Manufacturer of air rifle shot steel 
copper coated BB’s wants repre- 
sentation. Most territories open. 


Box 617. ¢/o0 HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39. Pa. 














HARDWARE SALESMEN 


lumber 
electrical 
Anchor 
all types 
Protected 


hardware and 
plumbing and 
(one size 


retail 
also 


Calling on 

vard dealers, 
supply 
fits all 


concerns 
screws and desi 
of walls High 
territory to qualified 


FITSALL SCREW ANCHOR 
473 S. Franklin St.. Hempstead, New York 


yned 
(*“oOmmission 


salesmen 











AGENTS 


hardware, 


SELLING 
jobbers, 
“Topside Gutter 
artistic display cartons for 
do-it-yourself market High volume potential 
10% commission. Knight Specialties Co., 4940 
Greenfield, Dearborn, Michigan ‘See our adv 
on page 597 Catalog issue.’’ 


ALL TERRITORIES 
CHAINS, department 
lumber vards, etc 
Shield’’—-Packaged in 


stores, 


Patented 


WANTED 
Non Acid, 
Cleaner 

Retailers 

Sold with 

ommission 


West 


FACTORY REPRESENTATIVE 
All territories open—New Scientific 
Non-Caustic Septic Tank and Cesspool 
for sale to Hardware Distributors and 
also to Plumbing Supply He 
Money Back (Guarantee Excellent ¢ 
Arrangement Du-Mor roducts, Ine., 20 
nd Street, New York New York 


M1SsCS 


COMMISSION SALES 


chentele in State ot 


WANTED ACTI 
REPRESENTATIVN with 
Michigan by established tool manutacturer. 
clusive arrangement In reply, give full 
relative to yourself and activities Box 
c/o HARDWARE AGE, Chestnut & 56th Sts., 
delphia 39, Pa. 


VE 
ke 


REPRESENTATIVES WANTED Many 
territories now available for commissi 
sentatives calling on Municipalities, Pu 
ties, industrials, County and State 
Departments to sell Typ iN L. and ! 
Water Tubing, and Copper Tube Fittings 
state territory experience and all details. 
fidential. Box 736, c/o HARDWARE AGE, 
nut & 56th Sts., Philadelphia 39, P 


Pi ure Pc wet 
Copper 
Please 

Con- 


Chest 


TERRITORIES AVAILABLE FOR MANU 
FACTURER’S AGENTS contacting volume buy- 
ers. Just expanded hardware-houseware _ spe- 
cialty line, introducing two new products. Diver- 
sified five-product line in 39¢-$1.98 bracket. All 
fast movers. aarge repeat percentages. In- 
store displays. Trade advertising support. Ad- 
vertising allowances. Many established accounts. 
Clover Products, 1141 Atlantic Ave Rochester 


q 











Representatives Wanted 


Accounts Wanted Help Wanted 









































i 
| 
NATIONALLY KNOWN CASTER MANU: | 
FACTURER has several territories open for | | 
established representatives. Manufacture complete REPRESENTATIVE SALES MANAGER awn Mower Business 
volume producing line in 2” and under sizes. | Excellent opportunity with well known, 
Advise types ot trade covered and other com Desires hardware and industrial lines to broad line companys Midwest location 
plete information MASTER Manufacturing = ened Rw ete ¥ N Individual should have demonstrated out 
Company, 9200 Inman Avenue, Cleveland 5, Ohio. cpm = — oS ., - , jopber level in North standing ability in all aspects of market 
, and South Carolina. College Craduate. | ing lawn mowers or garden equipment 
; Salary open 
REPRESENTATIVES—-NEW, amazing safety ee ee ae ee ee ee | Box 740, c/o HARDWARE AGE 
lock needed by every home. Proven, patented CORRS CED Oh. POND OR. Pe | Chestnut & 56th Sts., Philadelphia 39, Pa. 
Loxem satety Lock now being sold throughout | 
uU. § Liberal commissions State territories | - ow | oe - 
covered and _ reference Loxem Manufacturing 


Co ; +S] Ma nm ot.. Ne W Rochelle, New \ ork. 


REPRESENTATIVES WANTED. Estab- 
lished Manufacturer desires commission sales rep- 
resentative to sell through various outlets—large 
and small—a full line of White and Colored Cellu- 
loid and Mother-of-Pearl ( olored Seats. Please 
write in detail—replies confidential. Box 735, c/o 
HARDWARE Ace, Chestnut & 56th Sts., Phila- 


a 
delphia ,. Pa 





SALESMEN WANTED, accustomed to vol- 
une business to sell Japanese Tools and Hard- 
ware in case lots to be shipped direct to your 
nearest port. Commission 5%. Many territories 
now open for exclusive representation. Write all 
particulars about yourself in your first letter. 


tox 704, c/o HARDWAR Ace, Chestnut & 56th 
Sts.. Philadelphia 39, Pa 





SALES REPRESENTATIVES WANTED 
by manufacturer of plastic, ornamental, electrical 
switch plates, plastic towel rings and safe, plas 
tic bagel sheer which can be used as napkin 
holder. Other items to be introduced. Our items 
are easy to sell and reasonably priced All tet 


ritories open. Adele Lab., 109 S. W. 17th Ave 





Accounts Wanted 








REPRESENTATIVES 


Covering all phases of jobbers. Can render reliable 
aggressive service. We are national distributors with 
established actively operating branch offices in New 
York, Philadelphia, Detroit, Cleveland and Louis 
ville. We carry the account or you can bill direet 


Inquiries invited. WRITE ANCO Corporation, 7 
Wood Street, Pittsburgh 22, Pa. 











MANUFACTURERS’ AGENT 


Now selling to Wholesale Hardware and Builders 
Hardware Distributors in Lower Michigan and 
Northern Ohio. Need one staple advertised line, 
presently being sold in this territory, or will intro- 
duce. Interested only in a necessary line to homes. 
Box 738, ¢ 0 HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 














Manufacturers’ Export Agents 


Travel world wide covering hard- 
ware trade abroad, interested ad- 
ditional lines. 


Box 726, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39. Pa. 











MANUFACTURERS REPRESENTATIVES 
COVERING Minnesota, Wisconsin, Iowa, North 
and South Dakota calling on Jobbers and Lumbet 
Yards would like two additional lines tox 719, 
c/o HarRDWARE AGE, Chestnut & 56th Sts., Phila- 


celphia 39, Pa 


Are you satisfied with your sales volume in IIli- 


nois, Indiana. Wisconsin and Minnesota’ If not, 
our organization can do something about it. Ex- 


perienced 3 man sales force gives you concen 
trated and thorough coverage in hardware, gar 
den, chain and specialty distribution field Box 
522, c/o Harvpware AGE, Chestnut & 56th Sts., 
Philadelphia 39, Pa 


~~ 











—- 

















MANUFACTURERS’ AGENT Industrial Hardware Salesman 


Patient-Exhaustive coverage of distribu- 
tors in Industrial, Electrical, Plumbing 


Expanding New York and Long Island firm 
Supplies and Hardware Jobbers Metro- 


| 
| 
has opening for experienced Hardware Sales 
politan and astern New York State man (no housewares) Drawing account 
territory Best of references on lines al- 
ready representing aggressive salesman, 25 to 40 years of age 
Box 739. ¢/0 HARDWARE AGE Write qualifications to 

Chestnut & 56th Sts., Philadelphia 39, Pa. Box 737, ¢/o0 HARDWARE AGE 

| Chestnut & 56th Sts., Philadelphia 39, Pa. 


against commission. Good opportunity for 





























MANUF p | 
ne a SALESMEN 





and Chain Stores, Super Markets, Automotive Jobbers, Now ealling on hardware concerns,  t 

ete., in Central and Western New York State and all handle manufacturer's established vinyl! 

bordering Counties in Tennsylvania is interested in 1: eal + . kits Choice terri 

taking on two additional lines to sell to present plasth Searing Str] . , 

accounts tories available. Replies confidential. Writs 
Box 610, c/o HARDWARE AGE |] F. L. Syracuse, 


Chestnut & 56th Sts., Philadelphia 39, Pa. 





The Macco Chemical Company 
30400 Lakeland Boulevard. Wickliffe, Ohio 

















DO YOU WANT THE BEST? Illinois, 


Wisconsin and Minnesota. An Aggressive Agency, WANTED IMMEDIATELY Manager for 
with 14 years’ experience, desires om estab Hardware, Housewares, Plumbing and Electrical 
lished high : le line ms Jiment « an \ Mode Sto 1 Northern 
imshe lugn prade ine to compliment our present Departments, rol ew Sodern re in 

efttorts. "e represent two top note h companies New England Must have experience and ibility 


Possess the Know-How and outstanding contacts | ¢ 
to get you results with Hardware Jobbers and motions and merchandising Excellent pportunity 
(hain Accounts in this area. Box 728, c/o Harp fo vwvressive man who wants to go forward in 
WARE AGE, Chestnut & 56th Sts., Philadelphia Modern Business Reply with complete details 

and | 7 c/o HARDWARE AGE, 


» take complete charge of buying, display, pro 


background to Box 72 a 
Chestnut & 56th Sts., Philadelphia 39, Pa 


AGGRESSIVE, REPUTABLE MANUFAC. | i; enneiam ee 
TURERS REPRESENTATIVE open for addi- PAINT MANUFACTURER'S REPRESEN 
tional hardware, housewares or garden line for | fATIVE. If you are an aggressive, established 


Metropolitan N.Y.-N.J. Have strong, well-estab- 
lished following among hardware, housewares and 
garden wholesalers, rack jobbers, chains, and cata- | excelysive franchise basis, a brilliant opportunity 
log houses. Thorough know-how promoting, marf- |} ,waits vou with one of America’s fastest-grow 
keting lines to utmost potential Box 732, c¢ You 


manufacturer's representative with first-rate abil 
ity at selling paint and developing outlets on 


. ~s ing manutacturers can receive an ove! 

LLARDWARE AcE, Chestnut A 56th i. Philadel- | average income on our highly competitive, Mast 
phia 9, Pa neti illy packaged paint products, a iine second 
to none in quality Territory embraces South 

— a | ern Ohio and Adjacent areas Ne are interested 

, : on 7 , . |in a long-term association with the right mat 
NEW YORK METROPOLITAN MARKET Reply in strict confidence directly t fernard N 
srother team of F ictory Representatives, estab- | Cullen, Sales and Marketing Manager, Adelph 


lished 20 years—selling to all classes ot Jobbers 
and Chain Stores. We offer intelligent and con 
centrated coverage for the Manufacturer of non 
conflicting products Box 720, c/o HARDWARE 
\ce, Chestnut & 56th Sts., Philadelphia 39, Pa 


-. New OTK 


Paint-Baer Bros. Paint, 86-00 Dumont Avenue, 
(ozone Park 17 


WANTED Buyer, \ssist Know proce 


Control, Expediting, Othce 


dures, Inventory ~ 
; — - we : Routin Wholesale Hardware— Metropolitan New 
W AN I SALES RES[ LTS: We get them York Sena complete details, background ana 
because we concentrate in Michigan, Ohio, Indi experience first letter Rox 734. c/o HARDWARE 
ina. Will handle two additional ines oni, AG! Chect: t & 6th Sts.. }’} ladelphia 19. Pa 
highest grade considered Write Box 219, « 


HARDWARE AGE, Chestnut & 56th Sts., Philadel 
phia 39, Pa 





| Business Opportunities 





MANUFACTURERS REPRESENTATIVE 
presently covering New York State’ servicing 
Heating and Plumbing, Automotive, Industrial 


eae || WANTED 
pa CLOSE OUTS SURPLUSES 
| OF ANY KIND 
Help Wanted LARGE QUANTITIES PREFERRED 
pREGIONAL, | SALES MANAGERS FOR WILL PAY CASH 


nusual opportunity with 
well established, aggressive manufacturer for - ’ Ya , a Ay 
bel meee with anamneniiel sales experience in W RITE, W IRE OR PHONE 


plastic pipe on distributor level. We have open 


ings in (1) Northeastern states, (2) Midwest and MORTON VENIG 
(3) Southeastern 


states. Excellent salary plus : 
incentive and travel expenses. Wonderful growth 1841 East 6 S$#. Cleveland 14, Ohio 
opportunity Reply in strict conhidence to arrange 


interview Dept. H., Consolidated Pipe Company Main 1-4664 


America, 1066 Home Avenue, Akron 10, Ohio 
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Accounts Wanted | Help Wanted | Help Wanted 




















Small town Hardware in fast growing ’ WANTED SPECIALTY JOBBERS 

: Be — . . n ! : ; ngele rea. ~ a 

So. California. Completely remodeled M pe ceo . potas — y' — rraveling 3 to 10 men in the midwestern, 

with M & D Fixtures less than two vears oaqern xtures. i sacrifice. nven.- sou hwestern and north western States. We 

ago. Well i me No competition. tory approximately $23,000. Must see | | coe het a, ig ne ~ oe 

rice to include inventory and offer for i eee ~ a 

equity in fixtures and improvements. So | 6appreciate. Terms. Tete Long your present operation. Write us for details. 
Box 733, eare of HARDWARE AGE Beach Bivd., Lynwood, California, Lo- ||| SHARON BOLT & SCREW CO., INC > 
Chestnut & 56th Sts., Philadelphia 39, Pa. rain 9-8173. | ENDICOTT ST.. NORWOOD, MASS. 

















10 You WANT T0 RAISE TASH? We Have a Franchise Available | HARDWARE APPLIANCE 








| 
| 
| 
































I , retail sto Es , 
a : tablished for over 40 years. Located in “aeabel al 
DO YOU WANT T0 SELL OUT? hap cir on oe orga wa costal nl wee California in main shopping area. Clean stock of 
lf you want a sale, reduction, money raising, “amen tee mente ee o ihdeeniae outs ‘go hardware, housewares, gifts and paints with fran- 
removal or closeout, get America’s most re- ess Counties in New York State. For de chises on brand name appliances and television. 
liable and productive sales plans. Send for dln caaielltie Modern store and fixtures. Excellent long term 
prospectus today. lease Sales volume for 1957, $300,000. Sacrifice 
J. H. VOLL SALES SERVICE SHARON BOLT & SCREW Cco., INC. sale at well below cost due to age and ill health. 
115 We P Me P.O. BOX 239 NORWOOD. MASS For details, Box M-26, c/o HaArpware AGE 
es ain St. Madison, Wis. ve ' ' . Chestnut & 56th Sts., Philad ‘Iphia 39, Pa. 
HARDWARE, ELECTRICAL AND PLUMB. | RETAIL HARDWARE STORE FOR SALE 
ING SUPPLY STORE Ss peers itely 80% In- | located in shopping center, 20 miles from Cleve Pp iti W t d 
dustrial supply business, 20% retail. Establi shed | land, Ohio. $160,000 volume in 1958, increasing OS! ions an e 
and continually in business for over 60 years in in 1959 Profitable operation, favorable lease 
same location Will also sell building o1 long | Asking $10,000 for fixtures. Amount of invet1 
term lease Located im heart ot Chicago on the | tory can be adjusted to sult purchaser Box 724, on . , — _ . . 
south west. side Box 731, c/o Harpware AcE. | c/o HarRpWaRE AGE, Chestnut & 56th Sts.. Phila POSI LON WANT ED AS DIRE | FAC : 
( he stnut & S6th Sts ; Philadelphia 39. Pp. delphia 39, Pa. PORY REPRESEN | A | 1\ Ek Twenty two ye. its 


Saies background Interested in Handl ing a — 
| , — for an established Hardware, Housewares on 
HARDWARE STORE ESTABLISHED | A RARE BARGAIN!—Only $15.00 of out trical Manutacturers, contacting W holes aa rs. 


Er Yeo Meer Chains, Catalogue and Stamp Houses in _ the 
rWELVE YEARS. Stock fixtures and equip special trail assortment containing one-half dozen 5 1 


ment $51,500.00. Net income last year approxi- | of each of our fifty most popular brass key Haast politan \ ogg vee | — <, Be 3 , as _ 
mately 40% of selling price. Volume for first | blanks. Every blank guaranteed! Order today! oh - 7 p G5, hestnut & 6th Sts., utd 
six months this year approximately $100,000.00. | HAZELTON CHAIN CO (manufacturers of delphia 39%, a 
Contact ¢ N. Trout, Realtor, 942 Park Row, key blanks and sash chain), &1 Kemble St., 
Salinas, Calit Roxbury 19, Mass _ - ——— 
: ceenshienatiisienmtes 
| i. ae Pape nvaaaa MILL SUPPLIES AND HARDWARE 
PARTNER IN METROPOLITAN NEW | PAINT, HARDWARE SPECIALTIES, and BUYER. Eight years’ experience in purchasing, 
TERSEY housewares jobbiag business, wishes to | long established tool rental business, for sale and retailing, Mill, Hardware, Bi ulders, Houst 
retire Want partner-salesman or man in this | Within thirty miles of Philadelphia, on heavily ware and Paints. Seek position in lo wer West 
or alhed field Replies treated confidentially traveled main hig hway New modern building and chester or Bronx Must be mnt ial! Write 
Box 718, o Harpware Ace, Chestnut & 56th fixtures Box 7 ‘/o HarRDWARE Ace, Chest in detail Box 729, c/o ane, ARE oy Chestnut 
Sts., Philadelphia 39, Pa | nut & 56th Sts... “Philadelphi a 39, Fa & 56th Sts., Philadelphia 9, Pa. 











a NEW 
OUTLET 
GIVES YOU 


XTRA SALES! 


A-PLUG =: 


U.S. PAT, NO. 2702893 Six mounted on at- | 
























tractive display | } 
Extra sales! New dollars for you! Perma-Plugs have proved board, - oe 
that they sell on sight! Every passer-by buys. A sure cus- on,omPletaselt- 







. Rone selling card. j 
tomer pleaser. Be sure to order today from your distributor. : 


DISTRIBUTORS: Write today for franchise information. "Reg. Trade Mark | 


Just —_ 
remove he 
SAFE! U.L. Approved. one screw same 





EASY-TO-INSTALL. Fits any standard out- and plate WY Available in Brown 69¢ , 
let. 15 Amp. 125V. A.C. Just remove one PERMANENT. Handsome, compact, neat, oo, 


Sas is 
. ° Tee " 
screw and plate. Install the same way cannot be pulled out CSA Approved Ivory 79¢ aia 


VocALINE COMPANY OF AMERICA INC. otpv sarsroox, conn. 





MAKERS OF FAMOUS TWO-WAY RADIOS, VOCATRON INTER-COMS AND OTHER ADVANCED ELECTRONIC PRODUCTS 


Want more facts? Circle 137 p. 35 
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Index to Advertisers 





THE ADVERTISERS INDEX is published as a convenience and 
not as a part of the advertising contract. Every care is 
taken to index correctly. No allowance will be made for 


errors or failure to insert. 


A | M 
Aluminum Co. of America, | Marlin Firearms Co. 67 
Pigment Div. 55 | Marshalltown Trowel Co. 84 
Aluminum Co. of America 47 | Miller & Co., Inc., Robert E. 84 
American Chain Div., Minnesota Mining & Mfg. 
American Chain & Cable Co. 76, 83 
Ph Chain 8 Cobl ! 6! Mirro Aluminum Co. 2 
merican ain able Male Cosm. 84 
Co., Pennsylvania Lawn a iain 
Mower Div. 72-73 
Animal Trap Co. of America 68 
N 
B National Hardware Show 53 
Nicholson File Co. 4 
Bernz, Co., Inc., Otto 64-65 
p 
Cc 
P & C Tool Co. 49 


Capital Die, Tool & Machine 


Pennsylvania Lawn Mower 


Co. 83 Div., American Chain & 
Century Products, Inc. 70 Cable Co., Inc. 72-73 
Chevrolet Motors Div., Pioneer Gen-E-Motor Corp. 13 

General Motors Corp. 5! Pittsburgh Plate Glass, 

Clinton Engines Corp. 45 Store Front Div. 6| 
Cordamatic Div., Vacuum 
Cleaner Corp. of America 39 
Crescent Plastics, Inc. 77 
R 
D Ram Tool Corp. 76, 84 
Richards-Wilcox Mfg. Co. 84 
Desmond-Stephan Mfg. Co. 70 
Devcon Corp. Vt 
Dupont De Nemours & Co., S 
Inc., E. I., Polychemicals 
Dept., Alathon Pipe 63 Slaymaker Lock Co. 76 
Standard Screw Co. S 
F 
T 
Fram Corp. 16-17 
Toro Mfg. Co. 85 
G 
Gibson Good Tools, Inc. 70 U 
Union Steel Chest Corp. 69 
United States Steel, 
J Consumer Products Div. 7! 
; 4 
Jefferson Screw Corp. 62 mene Sema . 
K Vv 


Vichek Tool, The | 
Vocaline Co. of America, 


Inc. 82 


Keystone Steel & Wire Co. 56-57 
Kinnard Sales .. 70 


L 
Ww 


Landers Frary & Clark 


Universal 43 | Wenzel Tent & Duck Co., H. 15 
Lawn Boy Div., Winfield Brooks Co., Inc. 18 
Outboard Marine Corp. 3 | Woodhill Chemical Co. 68 









































"WE'RE ON ‘EASY STREET’ NOW THAT WE'RE SUGGESTING 
“SCOTCH BRAND MASKING TAPE WITH EVERY Paint SAce!™ 





“SCOTCH” and the plaid design cre registered trademarks of 3M Co., St. Paul 6, Minn, 
1— 
TMiienesora fining ano \ffanuracrurine COMPANY Ma 
eee WHERE RESEARCH IS THE KEY TO TOMORROW * 


Want more facts? Circle 138 p. 35 








EAS 


TO HOLD 
CHRISTMAS 
TREES 


CHRISTMAS TREE STAND 


( > ae 
\ Puts tree ‘UP’ in minutes hae ‘ts 
Y Insert lag bolt thru washer and plastic A 
. plug screw into bottom of tree 


A trunk . simply place tree with the 
plastic plug into recess in base... . 










ee ——_ SoS 
So 7 4 





© Holds trees up to 10 feet 
e Rust-proof .. . lasts for years 
e Holds water— helps to keep 


yor m 
. 4 
5 se 
4 * 
Z 


tree fresh. 
Suggested Send for 
Retail $398 Details to 


446 EAST STH AVE. 


CAPITAL DIE, TOOL & MACHINE CO. 
Want more facts? Circle 139 p. 35 


COLUMBUS 3, OHIO 


HARDWARE ACE, july 30, 1959 © 83 
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MARSHALLTOWN | 
TROWELS 


VL hp sh, (G4 NAA 


VAN \\\ \ 


Want more facts? Circle 140 p. 35 
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rae ; | ra ee. ~* =~ nowy ae) 1) 
Literature SCREW ANCHORS and JACK NUTS Reading, Pa. 


Want more facts? Circle 141 p. 35 
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—* CLEAR PROFIT with 
a Ve ou NE SKIN-PACKAGED 
=< Wrench Sets 


Another first by Upland! ‘‘See-through’’ packaging 


ee 2 B assures fast turnover keeps your profits high be 
RG cause THERE'S NO INCREASE IN PRICE 
- an sme |\\ ie OPEN END WRENCH SETS 
“ i “ No. SP51634 — 5 piece plated set. Sizes 5/16" to 





3. 4° openings. One dozen per box. 1/2 gross per 
shipper. Shipping weight 100 Ibs. per gross 

Retail $1.35 ea 
No. SP4P — PROMOTIONAL 4 pc. PLATED SET. 
Same as above except 19 32° x 11/16" opening 
omitted. Shipping weight 72 Ibs. per gross. 1/2 
gross per shipper Retail 9B¢ ea 
Terms: 2% 10 days, net 30, F.O.B. factory . . . For 
full-line catalog and name of nearest jobber, write: 


UPLAND INDUSTRIES, Inc. Uplond 7, Po. 


Want more facts? Circle 142 p. 35 Want more facts? Circle 143 p. 35 






















Furniture Rest — Pintle Type 








Set of 4 ina 
3-color Box, 
412 Boxes in 











Rubber Expander 
Tubular Glide 








Wonderful for all wood 
and metal furniture. 
Glide softly, silently, 
smoothly. Set of 4 on 
a 3-color card. 6 Sizes, 
%”, 4%”, 1%, 11/16", 1%", 142". 


Cushion Glide Bakelite Furniture Rest 

| PROMPT SHIPMENT 

Ask yor jobber, if he is not supplied, write 

ROBERT E. MILLER & CO., INC.., 

nen Saoeaniea 35 Pearl St., New York 4, N. Y. 
Want more facts? Circle 144 p. 35 

















Adjustable Rubber 















Rubber Adjustable Tubular 


Thumb Tack Crutch Tip Spring Type 
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New Toro Fall Promotion sells a 
brand new market 


LEAF BAGGING WITH POWER MOWERS! 


Full-page ad in LIFE announces consumer bonus 
of free super-size leaf-bagging attachment with 
every 1960 Toro “Wind-Tunnel” Whirlwind 
purchased this fall* 


Never before in the history of power mowing has there 
been a fall promotion like this! Only Toro can do it! 

loro, remember, owns the “Patents Pending” on this 
sales sensation of the power mower industry—the exclu- 
sive **Wind-Tunnel” housing design that not only gives a 
cleaner, sharper cut than any other rotary on the market, 
but also blasts the clippings into a bag for easy disposal. 

Now Toro has developed a special super-size bagging 
attachment—triple the size of the regular bag—especially 
for cleaning up leaves in the Fall. Orrer THIS $12.95 
ATTACHMENT FREE to any customer who purchases a new 
1960°*Wind-Tunnel” Whirlwind—in addition to the regular 
size bag that accompanies the machine. This ts a limited 
time offer available to Toro dealers. You get a new selling 
idea that still provides you excellent off-season profits. 


Backed by dramatic advertising, display 


Here is a power mower with a sales extra that can’t be 
equalled! And, to back it up, Toro is giving its dealers 
distinctive, high-impact advertising and display material. 

A full-page ad in LIFE tells the story to Toro customers. 
Toro dealers get a sales-promotion package that includes 
multi-color window streamers and on-mower display 
pieces—plus special fact tags, price tags and newspaper 
mats. It’s a complete promotion package designed to do 
the kind of complete selling job dealers have learned to 
expect from Toro. 


New idea in fall power mower selling 


Past sales success of the leaf-mulching attachment proves 
the advantage of offering your customers a new reason for 
buying a particular power mower in the fall of the year. 
Now Toro has an exclusive new sales advantage to offer 
your customers: the only rotary mower that vacuums up 
and bags leaves effectively! And since this is not simply an 
attachment tor an obsolete model, but actually is being 
offered on the same Toro “Wind-Tunnel” Whirlwind 
model that Toro will sell next year, your customers have 
no reason to wait until spring to buy! 


Toro distributors have complete facts 


If you're already a Toro dealer, you'll want to get in on 
this latest Toro promotion right away. All you have to do 
is get in touch with your Toro distributor ... he has all 
the display pieces and related material you'll need. 

If you're not a Toro dealer—if you don't offer this most 
complete, quality-built and price-protected line of power 
mowers—then now is the time to sign up. 

You ll cash in on this new Toro exclusive now—and on 
the many other Toro exclusives that have and will come 
from Toro Research and Development. Toro ts the pio- 
neer in power mower engineering. 

So put your name under “Toro” in the classified section 
of the phone book under ““Lawn Mowers.” Your Toro 
distributor is listed there now. Call or write him today. 


*Offer expires Oct. 31, 1959 in U.S. only. 


LORO 


TORO MANUFACTURING CORPORATION «¢ 3001 Snelling Avenue, Minneapolis 6, Minnesota 





